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Show Customers How to Modernize and 


Eliminate STOPPED Time in Their Plants 








The secret of Jefferson Super-Lag per- Modern Jefferson Super-Lag Fuses eliminate “stopped” 
formance is in the lag plate on the Super- 3 : ; 

Lag Mak. Thie elite debew the-nened time, idle motors and machines—because they do not 
fuse action, provides a time interval or blow the moment current rises—do not stop the 
lag by absorbing temporary heat rise. i . 

This time-lag prevents the fuse from motor if the overload is only temporary. But they 
blowing on harmless temporary over- operate positively before the overload has time to be- 






loads—saves needless STOPPED time 
and link replacements. 





come dangerous. It is this ‘wait’ which gives the 
motor a chance to recover speed—which eliminates 
needless STOPPED TIME. 


Modernize Your Fuse Equipment 







Use today’s time-saving fuses for all your electrical 
equipment—and stop wasted “‘time outs’. Jefferson 
Renewable Super-Lag Fuses are made in all capacities 
—knife blade and ferrule contact types. 













Fuse Chart—FREE—aA handy guide to 
selection of proper size fuses at a glance, for 
the adequate protection of motors. Ask for 
Fuse Chart No. 19. 
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Twins in Quality - Designed for hard factory service 


These two new Type A industrial switches 
have all the best features necessary for 
heavy duty service—quick make and quick 
break; cover interlocks; finest base insula- 
tion; and positive pressure fuse clips. They 
are twins in quality. The only choice be- 
tween them is the service requirements. 
The “50,000 series” is of very compact 
design. It is large inside, and small outside. 
The switch base is elevated and removable 
for easy wiring. It has double break, posi- 
tive pressure blades, and front operation. 
It is recommended for installation where 
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space is a dominant factor. 

The “80,000 series” has visible knife 
blades and the cover interlock is key con- 
trolled. The box has large wiring space. 
The Square D individual base construction 
permits quick replacement of jaws and 
clips. This switch is recommended for in- 
stallations where visible blades are a 
safety requirement. 

You should stock both of these Type A 
switches for your industrial trade. There is 
a demand for both types among your cus- 
tomers who know Square D quality. 
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Industrials Are Buying 


EW construction still lags, but supply sales 

are picking up. Reason: manufacturers 

and building owners are now spending 
money. for repairs and eohce Three 
major industries, for example, (oil steel, tele- 
phone) have indicated that they will spend up- 
wards of half a billion this year in bringing their 
plants up to date. A canvass of 22,000 industrial 
firms has convinced Administrator Moffatt of 
FHA that plant modernization should account 
for $1.5 billion worth of business within a short 
period. 

Electrical wiring and equipment in thousands 
of plants is today in a deplorable condition and, 
with proper selling effort, the electrical industry 
should come in for a very considerable share of 
these expenditures. 

For several months Electrical Contracting 
has been running a series of articles depicting 
actual wiring conditions found in industrial plants. 
These articles provide photographic evidence of 
the prevalence of obsolete and “bootleg” wiring, 
overloaded circuits, unprotected wiring and equip- 
ment in hazardous locations, taped-in plugs and 
tied-up switches, unfused circuits, exposed live 
contacts, and a host of similar conditions that 
cannot help but slow down production, cause ac- 
cidents and invite fires. Now that industrials are 
spending more freely for plant rehabilitation, 
these conditions provide a large and immediate 
sales opportunity. 

While a certain amount of this business is 
bound to come in “over the transom,” only by 
creative selling can the wholesaler realize the full 
possibilities afforded by these conditions. Plant 
managers and building owners must be shown 
that, for a definite allotment of funds for electri- 
cal wiring and equipment, they will effect savings 
that will pay for their outlay within a reasonable 
period of time. This calls for the closest coopera- 
tion between the wholesaler’s salesman and his 
manufacturers’ representatives. These specialists 
in the application of their particular lines are in 
a position to render invaluable assistance in de- 
veloping convincing sales facts. 


i 
Electrical contractors, in many cases, proyide 
the best approach tothis market. A recent survey 
, Ste ’ 
(E. W., Jan.’35) “Bdicates that over half of them 
are active in the industrial field, and four out of 
five do commercial work. These men can give the 
electrical wholesaler direct contact with thousands 
of industrial plants and commercial buildings. 


waren many concerns will make _ sub- 
stantial expenditures this year for re- 
pairs and replacements, depleted surpluses and 
lack of credit accommodations will compel many 
others to forego needed improvements. An 
amendment to the National Housing Act is now 
before Congress which would guarantee industrial 
repairs and equipment loans up to $50,000 each, 
by covering all losses up to 20 per cent of the total 
amount loaned for this purpose by any lending 
institution. 

The experience of the banks with home mod- 
ernization loans, guaranteed by FHA, has been 
most favorable. With the insurance privilege 
extended to include industrial loans up to $50,- 
000, many a concern now denied credit would 
find its local bank ready and willing to negotiate 
loans for needed plant improvements. 

At present the work-relief, social security and 
other bills which have strong Administration 
backing, appear to have the right of way and 
there appears danger of delay in acting on this 
important amendment to the National Housing 
Act. As its fate now rests with Congress, we 
suggest that every wholesaler communicate with 
both his senator and his congressman, urging im- 
mediate and favorable action on this amendment. 

There is a large amount of industrial business 
to be had right now; there will be a great deal 
more when loans are available under the Housing 
Act. 


ST Rncbond 
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Serv-U-Fones, the new inexpensive private tele- 
phones, are receiving a most cordial welcome 
from the electrical trade. Virtually every elec- 
trical merchandising man reacts in the same fash- 
ion when introduced to them. He appraises 
their attractive appearance—and approves. He 
examines their simplified construction—and 
applauds. He considers their low retail prices 
—and agrees that they are right. He analyzes 
their sales possibilities—and immediately be- 
comes enthusiastic about their success. 


This universal appeal of Serv-U-Fones is not 
accident. Their entire design is predicated on 
the fact that selling begins in the laboratory. 
Every step of their development, every detail 
of their construction has been analyzed for 
effect on sales. The result is a series of private 
telephones that fulfill every expectation of the 
average man—private telephones that are 
exactly tailored to the ideas, the eyes, the 
needs and the purses of you—and you—and 
you—and most of your customers. 


1033 WEST VAN BUREN STREET 


PROLOGUE TO A SUCCESS STORY 


From a merchandising viewpoint, Serv-U-Fones 
are ‘packaged convenience." To electrical 
wholesalers and dealers now selling packaged 
“percolating,” “toasting,” “ironing,” etc., they 
offer a fresh and effective sales story and a new 
and untapped source of profit. In the words of 
a prominent electrical man ‘Serv-U-Fones are 
one of the most important developments in the 
electrical merchandising field since the intro- 
duction of electrical refrigeration."’ 


Technically, Serv-U-Fones are very simple. 
Each instrument is packed in a corrugated box 
and can be handled over the counter like any 
other electrical appliance. Wall or desk hand- 
set telephones may be furnished as preferred. 
No special knowledge is required to assemble 
systems and virtually anyone with household 
tools can install them. Prices for complete sys- 
tems begin at $10.00. Complete information 
concerning discounts, cataloging and display 
material will be furnished to all recognized 
wholesalers and dealers. 


AMERICAN AUTOMATIC ELECTRIC SALES COMPANY 


CHICAGO 
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The Successful Merchandising 
of Electrical Appliances 


Discussion of appliance retailing, presented at recent G.E. 
Merchandising Clinic at Nela Park, offers the wholesaler’s sales- 
man an excellent guide for checking the performance of his dealers 


By C. E. SWEITZER 


Managing Director, National Retail 
Dry Goods Association 


play his part in developing the great consumer 
market for electrical appliances. 

First of all, he should either decide to undertake the 
distribution of appliances in a manner worthy of so 
major a line of merchandise, or else stay out of the field 
entirely. A line of merchandise which requires such 
expert merchandising, skillful promotion, good salesman- 
ship, thorough servicing, and sound credit granting cannot 
be successfully handled by “hit or miss” methods; and 
should not be handled by a merchant who plans to resort 
to such methods. 

Once having decided that he has the requisite facilities 
for the efficient and profitable merchandising of appli- 
ances, then the retailer must acquaint himself with the 
potential needs of his community—particularly as to the 
potential demand for various items, and the best selling 
price lines which his customers will readily pay for them. 
He must remember that you cannot sell 16-cylinder 
Cadillac cars in rural “Nine Acres Corners,” nor five- 
and ten-cent novelty jewelry to “Mr. and Mrs. Park 
Avenue.” In other words, he must know what his cus- 
tomers want, and be prepared to supply their needs. 

In the promotion of this department, and especially in 
the pioneering of new lines of appliances, he must be 
willing to spend more than his normal percentage for 


ET us consider what the retailer must do, if he is to 
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advertising and promotion, and 
therefore should be allowed a higher 
than normal mark-up on these lines. 
For educating consumers to the uses 
of new merchandise, and recruiting 
and training an efficient sales force and service depart- 
ment is bound to be an expensive operation. However, 
retailers cannot expect to obtain their rightful share of 
the great existing potential market of electrical appli- 
ances, unless they are willing to blaze the trail by enlight- 
ening their customers as to the uses, conveniences, labor 
saving, and healthful advantages which electrical appli- 
ances will bring to the modern household. 

From a merchandising angle, the retailer must know 
the sales possibilities of each appliance and price line; 
when is the best time to promote each appliance; how 
to coordinate their promotion with the sales of home- 
furnishings and other lines in the store; how to get the 
most out of their interior and window displays; how to 
move slow-selling items; when to take mark-downs; and 
what should be his rate of turnover to produce the best 
volume at a profit. 

The promotion of electrical appliances offers a real 
challenge to the best brains in retail advertising. There 
is so much consumer education and pioneering to be 
done, that retailers can only hope to develop this vast 
consumer market through the medium of carefully 
planned and intelligently executed campaigns. In this 
connection I do not think that the retailer can be expected 
to assume the entire burden. His promotional efforts 
should be supplemented by those of the manufacturer, 
wholesaler, and utility; and in turn the efforts of all 
should be carefully coordinated. 

Promoting appliances is an all-year-round job, and to 
do it well—careful planning is needed. Every one knows 
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that electric refrigerators sell better in the spring and 
summer months than they do in mid-winter; that many 
electrical appliances are much in demand during the 
Christmas season as gifts; that radios can be successfully 
promoted during the February and August furniture 
sales; that Moving Day in October, and Mother’s Day 
in May—all have their own particular promotional pos- 
sibilities in the appliance field. In fact, there is not a 
month in the year during which electrical appliances do 
not lend themselves to timely and aggressive promotion. 
Accordingly, manufacturers and retailers alike should 
cooperate in creating consumer demand through the 
proper coordination and timeliness of their sales pro- 
motion and advertising campaigns—linking the latter 
definitely with seasonal and other calendar events. 


CCORDING to a survey conducted by the National 
Retail Dry Goods Association, we have learned that 
newspaper advertising and store and window displays are 
the most important media in arousing customer attention 
and interest in these lines of merchandise. The average re- 
tail store with its advertising department and trained copy- 
writers should have little trouble in conducting effective 
newspaper campaigns. But I do not believe that the 
average store has begun to make the most of its oppor- 
tunities in displaying electrical goods. Good window 
displays of electrical appliances, which lend themselves to 
demonstration and mechanical operation, are indeed too 
infrequently used in our stores. Nothing arrests the 
attention of passers-by along shopping thoroughfares 
more readily than mechanical motion used in connection 
with display. And certainly, electrical appliances are ad- 
mirably adapted to this possibility. 

The possibilities of setting up model electric kitchens, 
laundries, and heating plants within the department itself 
are limitless. In stores where this has been done under 
the supervision of trained salespeople and demonstrators, 
volume has been substantially increased due to the en- 
semble selling of two or more items needed to complete 
the electrification of the kitchen or laundry. 

I am fearful that far too few stores have made the 
most of direct-by-mail advertising in the promotion of 
their electrical appliance departments. With their oppor- 
tunity to obtain up-to-date lists of prospective appliance 
customers, and particularly charge customers, this phase 
of advertising presents untold opportunities for sending 
a personal message right into homes, which will vividly 
portray the many uses and conveniences of 
appliances and the terms under which they 
may be purchased. Our retail stores should 
take a lesson from the effective work which 
has been done by the public utility companies 
in the use of direct-by-mail advertising in con- 
junction with the mailing of their monthly 
statements. 

Finally, I want to stress the fact that the 
advertising of electrical appliances—as in 
the case of all other lines of merchandise— 
must be honest and truthful, particularly so 
in the appliance field, because it is made up 
of merchandise intended to be used not for 
a day, a week, or a month, but for years— 
and if the customer has fallen prey to false 
or misleading advertising claims concerning 
an electrical appliance purchase, her ill-will 
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toward the manufacturer and retailer will not be one of 
short duration. 

One of the most important problems, in so far as this 
department of the retail store is concerned, is the develop- 
ment of an efficient sales organization, which should in- 
clude a department manager, sales supervisor, demon- 
strators, and salespeople. 

There are four fundamental factors which must be 
recognized in building up any personnel organization, 
and these are particularly essential in developing the per- 
sonnel of this department. Briefly, they are—careful 
selection, thorough training, adequate compensation, and 
proper supervision. 

The selection of the right department manager and 

sales supervisor is most important, because upon the 
caliber of these men depends the efficiency of the rest of 
the department’s personnel. Good management and intel- 
ligent sales direction can assure the success of the depart- 
ment; while poor management and indifferent sales 
supervision will certainly produce the opposite result. 
* Any “Tom, Dick, or Harry” cannot sell electrical ap- 
pliances. Appliances require specialty salesmanship, 
demonstrators and salespeople must be of a different and 
higher type than those found in the ordinary department 
of the store. They should be young men and women, 
full of enthusiasm, have perseverance, understand people, 
and be mechanically inclined. 

Once selected for the job, they must be carefully 
trained before being permitted to sell either in the de- 
partment or in the home. There are perhaps few lines 
where it is more necessary for the sales person to know 
his merchandise than in the case of electrical appliances. 
This knowledge should consist of adequate information 
on the use, performance, construction and workmanship of 
every appliance which the sales person is expected to sell. 
This information instills confidence in the sales person or 
demonstrator; and we all know that the absence of con- 
fidence due to lack of merchandise information and the 
inability of the sales person to answer intelligently cus- 
tomers’ questions or objections are factors responsible 
for a high percentage of lost sales. Assuming that the 
sales person has natural selling ability, I cannot empha- 
size too strongly the need for merchandise training in this 
department. This training should be done by the depart- 
ment manager or sales supervisor with the assistance of 
training department representatives—if the store main- 
tains one—who should make use of the excellent educa- 





Both large and small appliances should be displayed in a single department, 
rather than scattered in widely separated sections of the store 
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tional material furnished by manufacturers for the pur- 
pose of training the salespeople of their distributors. 

If we employ a higher type of sales person in this 
department, and we expect him to obtain satisfactory 
results ; then we must be willing to compensate him ade- 
quately, and commensurate with his ability to make sales. 
In fact, he should be offered a financial incentive to 
increase sales through the payment of a suitable bonus or 
commission, carefully set in relation to the conditions 
under which he works. Unless we compensate the sales- 
people of this department in line with their ability and 
sales results, we cannot hope to maintain long a stable, 
permanent organization so essential for successful oper- 
ation. 

An able sales force—well selected, well paid, and well 
trained—nevertheless requires careful supervision. Good 
management and supervision on the floor in a retail store 
do not present a very serious problem; but this depart- 
ment requires the use of either full-time or part-time 
salespeople, selling in the homes of customers and fol- 
lowing up leads of prospective purchasers obtained m 
the department. 

Once the sales person is outside of the store premises 
he requires careful supervision, not only for the purpose 
of seeing that his efforts are along conscientious lines, 
but also that he does not intentionally or otherwise vio- 
late the rules and policies of the store in representing its 
goods or services to the customer. 

Retail stores are not only vendors of merchandise, but 
are also primarily service institutions. Any retailer who 
hopes to obtain his full share of the electrical appliance 
business in his community must establish a .reputation 
for service, particularly in connection with 
the sale of major appliances. There is abso- 
lutely no reason why a retail store cannot 
maintain a service department, equipped to 
render prompt and thorough service to its 
electrical appliance customers. They now 
operate service departments in conjunction 
with their furniture, carpets and rugs, dra- 
peries and upholstery, awning and window 
shade departments—therefore, why not a 
department or bureau for the installation 
and servicing of appliances. Unless a re- 
tailer is willing to operate such a department 
for the convenience of his customers, he can- 
not expect their patronage. Their appliance 


purchases will be made from his competitors who are 
equipped to sell them not only merchandise, but the serv- 
icing which it needs. 


OST retail stores of the type which sell electrical ap- 
pliances offer credit facilities to-their customers, and 
customers have long learned to have confidence in their 
financial dealings with such stores. . Their credit depart- 
ments must be willing to accept sound and reasonable 
credit business, and in fact they should exert themselves 
in attempting to secure such business». Instalment sales 
of major appliances should be promoted aggressively, but 
only on a sound basis—with a fair‘down payment and a 
reasonable period of monthly paymerits, depending upon 
the type of appliance and the amouiit’of its selling price. 
There should be no foolhardy competition in credit 
terms. Stores should compete on merchandise values 
and services, but not on credit terms to the extent that 
no down payment is required, and unduly long periods 
of time are permitted before the merchandise is paid for. 
To do this demoralizes the credit business of an institu- 
tion; and results in severe credit losses through sales to 
customers who never should have been granted the credit 
privilege. 
Major electrical appliances, being capital household 
goods, can properly be sold on a credit basis; but they 
must be sold on a sound credit basis. I have said sales- 


people must know their merchandise; I can say with 
equal truth, credit managers must know their customers. 

In the appliance field shoddy and poorly constructed 
merchandise cannot be tolerated. Such merchandise pre- 
sents hazards to human life’and property with which no 





Window displays of electrical appliances, which lend themselves to demon- 


stration and mechanical operation, are too seldom used by appliance dealers 





Model electric kitchens produce substantial increases in sales, due 


to ensemble selling of two or more related items 
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manufacturer or distributor can afford to gamble, 
since their very reputation and good will are at stake. 
Therefore, I advocate that manufacturers, distribu- 
tors and testing laboratories continue the work which 
has already been started in preparing suitable stand- 
ards for performance and safety, until such standards 
have been devised for all electrical appliances manu- 
factured for home use. 

A five billion dollar potential retail volume—this is 
the market which challenges the electrical appliance in- 
dustry. But it cannot be developed by the manufac- 
turer, wholesaler, retailer, or utility company working 
alone. It can only be developed through the coordi- 
nated cooperation of producers, distributors and 
electric power companies. 





By CHAS. D. WELCH 


Board of Education, 
St. Louis, Mo. 
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restrictions which surround our purchasing activi- 

ties, are an ever growing number of problems, cre- 
ated by the greatly enlarged requirements for modern 
materials and devices. From my 30 years of electrical 
service with the Board of Education in St. Louis, of 
which the last six have been concerned in direct buying 
relations with a large number of wholesalers and their 
salesmen, I can testify that our work is not a matter of 
cut-and-dried routine. I call attention to this popular 
misconception at the beginriing of this article concerning 
salesmen who sell the schools, because it leads inevitably 
to a second erroneous impression—that salesmen in this 
field have little to do and -that little is not vitally im- 
portant. 

Before detailing my own experience in an effort to 
destroy this fallacy and to show that the opposite is 
nearer the truth, a few general comments on school buy- 
ing practice may help to clarify the picture. 

Schools and their equipment are naturally a very im- 
portant matter to both the citizens and the authorities 
responsible for their erection and maintenance. It is 
not enough that the architecture and decoration be per- 
fect; guarantees of safety, comfort, convenience and 
durability are demanded and jealously guarded against 
any let-down. 

This iron-clad insistence on quality demands constant 
vigilance in order to maintain these high standards. The 
best materials of the past are constantly being replaced 
by new improvements better adapted to the needs of the 
future. This is a natural cycle, since manufacturers 
are continually striving for constructive changes which 
will make their products more desirable and therefore 
more salable. 

Personally, I take pride in applying the acid test to 
everything offered for use in the schools. Regardless of 
the duty involved, I do not want on my conscience any 
failure or poor operation, which might result from taking 
a chance on some untried application. At the same time 
I like to see every supplier, whose product is eligible, 
get a fair chance at the business. 

So much for the importance of selection, after which 
an outline of our regular buying system is in order. 
First, a substantial stock must be maintained. To pro- 


B ssc the mass of specifications, bids, rules and 
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Service That Sells the Schools 


A veteran buyer discusses the school mar- 
ket and offers some practical suggestions to 
wholesalers’ salesmen who contact this field 


Superintendent, Electrical Dept., 


vide this a large yearly purchase is made each 
spring, usually in April. The quantities are de- 
termined by the amounts on hand and the es- 
timated needs for the coming year. 

After this main stock is ordered there is a con- 
stant flow of buying throughout the year for new 
buildings, replacements, repairs, maintenance and 

additions. There are always special requirements for 
material not included in the regular stock, for new items 
which solve old problems of operation, and for new 
systems which have not been used before. 

Now, because the bulk of the business is placed 
through the bid system, it may look as though the sales- 
men haven’t much to do. On the contrary, these boys 
are very much in the picture. The very fact that prices 
are nearly all the same on a given type of material and 
that a dozen or more suppliers offer brands all accepted 
as “equal,” makes it all the more necessary for each and 
every salesman to put forth great effort in selling us 
his goods and keeping them sold. 

In other words, it is not a simple matter of dumping 
12 names in a hat and pulling out the winner. Past per- 
formance on quality, service, follow-up and assistance 
count heavily, and these depend on the degree of en- 
thusiasm with which the salesmen have performed the 
duty of building up confidence and smooth relations 
between their houses and our organization. 


E know that, in every city, there are “standouts” 

among the wholesalers, perhaps one, perhaps several 
firms, which can be depended upon to take a lively in- 
terest in our troubles. This condition undoubtedly 
results from the efforts of their salesmen who fight for 
clear understanding, fast service and complete stocks, 
including the carrying of certain items not sold every 
day, but which are lifesavers in an emergency. 

Before bids are called for, every salesman wants his 
lines specified or accepted as equal. All those who ac- 
complish this have a chance. When the successful con- 
tractor has been selected, the lucky (?) wholesalers’ men 
who get orders for the various items will be the ones 
who did the best job of selling that contractor, and who 
have proved to me that their lines can be used in the 
installation safely and economically. 

How can the salesman put his goods in the acceptable 


_class, whether they are mentioned by name or not? 1. 


By making demonstrations when possible. 2. By offering 
samples for tests. 3. By furnishing catalogs, literature 
and perhaps photographs of successful installations. 4. 
By presenting special evidence proving the high quality 
of materials and careful manufacture. 5. By bringing 
out features which prove that the article will do the job 
better. All these things serve to make us familiar with 
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the many items available through our local wholesalers. 

Electrical contractors, through price and other con- 
siderations, are continually being tempted to offer sub- 
stitutes which do not measure up to our standards. 
These substitutions, of course, do not get by, but the 
salesmen can help us a lot by discouraging them at the 
start thus saving needless waste of time and effort. They 
are in a position to do this by diplomatically pounding 
away on the quality idea. 

This means also that the more they work with and 
help the contractor, the smoother everything will go. 
Having studied the Board’s requirements themselves, 
they should pass all information on to the man who does 
the work. The salesman’s main thought should be to 
make the contractor thoroughly familiar with the goods 
he is asking him to furnish if he gets the contract. In 
this way a salesman can clinch jobs for his customers 
and extra orders for himself. 


E are especially interested in new devices or mate- 

rials, which often prove to be a remedy for annoying 
conditions. For instance, some time ago we were having 
a world of trouble from broken toggle switch buttons in 
the schools. I learned that the children liked to see the 
lights go on and off, and when they threw the switches 
they used enough energy to operate a 600 ampere, three- 
pole. Just as I was racking my brain for a remedy, a 
live salesman appeared with the new soft rubber button 
type, and he got a fine order by being the early bird. 

In learning our needs, it is not necessary for the sales- 
man to study intensively every new school or installation, 
except on one type of job. That is where the specifica- 
tions call for the exact duplication of a certain existing 
installation. Then it is necessary to study and note every 
item to the last detail. 

On the other hand, it is a good practice to look over 
the new jobs and additions as they progress and become 
acquainted with the general system. Thus the salesman 
comes to know how our engineers plan improvement in 
the electrical operations and lighting as newer and better 
equipment is brought to their notice. These visits also 
enable the salesman to check up on any of his own 
equipment, or to discover places where he can urge its use. 

I think most of the men realize the much 
greater opportunities offered today for 
sales to the Board of Education. We have 
certainly come a long way from the school- 
house of the past, with our auditoriums, 
gymnasiums, kitchens, laboratories, ma- 
chine-shops and public address systems. 
Lighting alone has grown to unexpected 
proportions, and because the matter of 
vision is the most important factor in 
study, there is no limit to the amount of 
money that will be spent for illumination. 

Cooperation on the part of the salesmen 
is very important to us, not only on the 
major work I have described, but on the 
daily, mine-run business which has no 
beginning or end. With two foremen 
making the rounds continuously to see that 
all is in order and report any trouble, there 
are hundreds of items to be ordered for 
maintenance and corrections. These ordi- 
nary purchases carry a demand for real 
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service, in which the individual salesman is bound to have 
an active part. 

The accepted creed of the good salesman has always 
been to sell the buyer not only his goods, but himself 
and his house. In the last of the three, it should be 
done largely by making the customer well acquainted 
with the habits and facilities of the firm he represents. 
Of course, I get to know a wholesaler’s set-up to a cer- 
tain extent by the way my orders are handled. But the 
salesman can go farther than this by making sure that we 
can get action while he is out on the street. We should 
always know the proper person or department in the 
office to call on in any emergency, so there will be no 
delay in securing information on deliveries, back orders, 
stock on hand, etc. 

Coming to the calls of salesmen—I see them all very 
often, yet have only one hour allotted as a buying period 
—from 11 A.M. to 12 noon. This is possible because 
of a peculiar condition. They know my habits and I 
know theirs, with the result that a large part of our con- 
tacts are made by phone, on the street, and on the job. 

The number of salesmen contacting me averages 24. 
There is only a small turnover, not counting out-of-town 
factory men. Among the local men, the business is 
pretty well divided up in the end, yet the competition is 
lively at all times. I never have any trouble giving 
everybody a hearing, and give close attention to each 
man’s presentation. There is no doubt that this is ap- 
preciated. I go 50-50 all the time and expect the same 
from them. There are no favorites—if they have the 
right stuff, O. K., if not, better luck next time. 

I hope I have shown that our relations with salesmen 
are human and cooperative, not a rubber-stamp proposi- 
tion, and that the points brought out will assist the boys 
selling similar organizations. We are definitely com- 
mitted to a program of improvement in our installa- 
tions, therefore no-salesman can take our patronage for 
granted. On the contrary, there are many new angles 
he must present to continue to get it, thus furthering 
his own interests and those of his house. I know the 
boys agree with me on this and that the future will find 
them where they have been—right up on their toes after 
the latest piece of business. 





Special purpose lighting for lip reading, designed to help hard-of-hearing 
pupils in an East Cleveland school 
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Practical 


W arehouse 


Methods 
]. Handling Wire and Cable 








Double Tier Cable Rack 
Floor space is conserved at the Richmond (Ind.) 
Electric Co. with this rack for heavy reels. The 
heavy wooden frame, which measures 11 ft. wide 
by 8 ft. high, is securely bolted to ceiling, floor and 
wall. Reels are mounted on rack with the aid of a 
chain hoist. A data card tacked to each reel, posted 
by the stock man whenever a length of wire is 
taken off, shows the actual footage on each reel. 
Floor in front of rack is marked off at one ft. inter- 
vals up to 10 ft. and at 10 ft. intervals up to 50 ft. 









Samples Guide Stock Men 

At the Havens Electric Co., Albany, N. Y., samples of the larger sizes 
of wire and cable are mounted on wall near wire measuring machine. 
These aid order fillers in verifying wire sizes. Cable reels are 
mounted in two tiers. The measuring machine also straightens and 
winds cables. 





Carrier for Cable Reels 

Someone at the United States Electric Co., Spring- 
field, IIl., should be given credit for devising means 
to move heavy wire and cable reels without using 
too much energy. This mobile carrier, constructed 
of 2 in. angle iron, is 2 ft. high by 3 ft. long by 
2/2 ft. wide. A hand hoist is used to lift full reels 
on the carrier. 





. ( ae \i 
For Portable Cords and Fixture Wire 


Necessity for saving time and space led to the development of these 
spool racks at the Triangle Wholesale Electric Co., Muncie, Ind. The 
large rack, mounted at end of bench, consists of two uprights of 1 /2 
in. pipe. Nine inch lengths of 2 in. pipe extending from these up- 
rights provide support for 10 spools. Fastened to ‘‘T’s” at the top 
of the uprights, another pipe takes care of 5 additional reels. A larger 
reel supported on 2 x 4’s utilizes the center space. The smaller rack 
at the right, with a single upright, takes care of 8 spools. Measur- 
ing device (not shown) is convenient to bench. Wire cutters, 
chained to the bench, cannot be mislaid. 


A Small Wholesaler’s Method (right) 


Selling principally to smaller contractors, the Willamette Valley Sup- 
ply Co., Salem, Ore., has built this rack holding 16 reels. A winding ¢- 
reel, mounted on a vertical wooden frame, can be moved directly in 
front of any part of the rack. 
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This experimental house of modern archi- 
tecture, built to test the value and practica- 
bility of a standardized-room-unit method 
of residential construction, was formally 
opened by the General Electric Co., at 
Nela Park, Cleveland, on February 18 





The Experimental House 


at Nela Park | 


ANY of the features of the new experimental 
M house at Nela Park, formally opened last month, 

are the ideas of T. W. Frech, recently retired 
as vice-president and manager of General Electric’s in- 
candescent lamp department, and now acting in an 
advisory capacity. Mr. Frech, having observed the tre- 
mendous improvements which research, invention and 
standardization have made possible in other manufac- 
tured products, has long believed that it is possible to 
build far greater values into new houses than has been 
done in the past—and for less money. 

Any one house can only be a single answer to the big 
housing problem, but a series of designs can be made 
with certain fixed units and other movable, variable 
units which can be combined in many possible solutions. 
This conclusion was verified by 
Mr. Frech in the development of 


for a sloping parapet at the out- 

side walls. The living room roof 

drains through scuppers to the 

lower main roof, and from this 

point to the storm sewer through 
two inside downspouts. Adequate insulation insures 
coolness in summer and warmth in winter. The main 
floor of the house is raised 24 feet above ground level; 
this lowers the cost of installing the plumbing and heat- 
ing system and actually improves the floor space because 
it raises the windows above the usual shrubbery line. 

No new materials or experimental equipment of 
doubtful practicability have been used. However, the 
house is equipped with a number of devices intended to 
decrease the work of housekeeping and add to the com- 
fort of its occupants. Built-in wardrobes, dressers and 
closets are all designed and located for convenient use. 
One large fan and two smaller ones are installed in a 
penthouse on the roof. The large fan connects directly 
with the living room, and the smaller fans connect 

directly with the kitchen. With 
the natural ventilation through 





a new _ standardized-room-unit 
method of design, providing for 
houses of one or two stories with 
from one to five bedrooms and 
one to four baths. The Nela 
Park house can be reproduced iri 
wood, stone or brick as readily 
as in stucco. It is located on a 
lot 60 feet wide and 150 feet 
deep. The rooms in this house 














the penthouse and the forced ven- 
tilation with the fans, fresh air 
should be provided at all times. 
The kitchen is completely 
equipped with modern labor-sav- 


© 








22909 ing devices, and ample provision 


has been made for adequate 
lighting and other electrical ap- 
pliances. No “trick’’ equipment 
of doubtful merit or of question- 









are all on one floor. The ceiling 
of the living room is 124 feet 
high; while those of the other 
rooms are 8 feet high. The 
zarage is attached to the front 
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able utility has been installed. 
An automatic gas furnace in the 
basement furnishes the heat. 

The experimental house has 
been built to serve as a test. Its 
sponsors believe it presages a new 
era in home building—an era in 
which many of the comfort and 
pow convenience features that today 
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vide would be required. The 
high living room roof and the 
nain house roof are level, except 
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The house built at Nela Park consists 
of Units One: and Two 


seem out of reach of the majority 
will be within the ready grasp of 
the average family. 
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Selling to Industrials—lll 


Buying Policies of Industrial Plants 


Purchasing methods that have constantly improved in the past 
decade demand improved selling methods by wholesalers if they are 
to increase their percentage of business with industrials 


O be successful in selling elec- 
Tec products to industrial 

plants it is necessary for the 
electrical wholesaler to understand 
some of the motives and practices 
of industrial buying or purchasing. 
The electrical products included within the category of 
industrial products are bought by industrial plants for 
use in their own businesses, such buying being one of 
the most important functions of industrial management. 
It may be said that the chief motive in industrial buying 
is to obtain additional profit from the use of a particu- 
lar product. 

Buying policies differ somewhat with the class of in- 
dustrial products as well as from plant to plant, but in 
general most industrial buyers consider at least the fol- 
lowing points in connection with the majority of their 
purchases : 

1. How will the use of a particular product increase 
the production of his plant, and thus, if the market is 
available for its output, increase net profits? 

2. How will the use of a particular product reduce 
the cost of his finished product, and thus increase net 
profits without increasing production? (He may not 
desire to increase production because of market condi- 
tions, but at the same time will welcome something which 
will reduce his costs.) 

3. How will the use of a 
particular product reduce the 
cost of his finished product so 
that it may be sold at a lower 
price and yet yield the same 
net profit ? 

4. How will the use of a 
particular product add to the 
salability of his finished prod- 
uct through improving its 
style, improving the product 
itself, insuring a more uniform 
product as far as quality is 
concerned, or insuring a more 
uniform product aside from 
quality ? 

5. The availability of a 
future supply of the product. 

6. The reliability of the 
manufacturer of the product 
as well as a consideration of 
the engineering help or service 


salers. 
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By JOHN H. FREDERICK 


Author of ‘Industrial Marketing,”’ and 
Assistant Professor of Marketing 
University of Pennsylvania 


HERE ARE THE COLD FACTS: 


1. Industrial plants buying less than 
$5,000 worth of supplies per year ob- 
tain more than 90 per cent of their 
requirements from wholesalers. 


2. Plants buying from $5,000 to $25,- 
000 worth of supplies tend to deal 
direct, obtaining only from 6 to 20 per 
cent of their requirements from whole- 


3. 66 per cent of all industrial sup- 
plies are purchased direct. 


This series of articles is intended to 
help the wholesaler’s salesmen meet 
the challenge of these statistics. 


which the seller is able to render 
the users. 

7. In connection with electrical 
equipment in particular, the possi- 
bility of providing increased free- 
dom from accidents and damage 
within the grounds and buildings of the plant. 

8. The price of the product. This consideration is 
placed last because when an industrial buyer has been 
convinced that he can use a particular product to advan- 
tage, he usually has the funds to make a purchase. 

Numerous practices are resorted to in industrial buy- 
ing so that the purchaser may be assured of obtaining the 
exact quality of product desired. The two most impor- 
tant of these practices are the following: 

1. Buying by specification. Much has been done by 
the electrical industry and by industrial buyers of elec- 
trical products to make it possible for purchasers to buy 
on a basis of definite quality or performance specifica- 
tions. This buying practice is particularly important in 
the purchasing of those electrical products coming under 
the head of fabricated materials or auxiliary equipment. 
Certain definite advantages have been claimed for this 
method of buying, among which are the following: 

(a) Adequate specifications are evidence of the fact 
that thought and study have been given to the require- 
ments for which a particular 
product is intended. Care 
must be taken, however, not 
to set the requirements on a 
higher level than necessary, 
nor to set them too low. Spec- 
ifications should be set so as to 
actually fill the need—no more 
and no less. 

(b) Specifications consti- 
tute a standard whereby prod- 
ucts may be checked as re- 
ceived by the purchaser. This 
is particularly important in the 
purchase of fabricated mate- 
rials, which it is intended to 
make a part of the user’s fin- 
ished product. 

(c) Specifications enable 
the user to obtain products of 
uniform and suitable quality, 
or performance, from different 
sources of supply. 
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(d) Specifications enable the industrial buyer to make 
known his requirements to several suppliers, thus per- 
mitting of fair competition. 

2. Buying by brand. A brand or trade name means 
little, in theory, to many industrial buyers. They assume 
the attitude that since they are interested solely in the 
profits anticipated from the use, not the resale, of the 
products purchased, their purchasing should be on the 
basis of technical tests to determine quality. In practice, 
however, such testing, particularly for nearly all electrical 
products, would take too much time, be useless, and 
involve too much expense. Buying in many instances 
would be so slowed up by the testing of every purchase 
that the industrial plant would be unable to continue in 
operation because of a lack of needed equipment or sup- 
plies. Hence the industrial buyer is always interested 
in learning of reliable sources of supply, and brand names 
represent a large part of the professional equipment 
of many purchasing 
agents. Buying by 
brand is particularly 
important in connec- 
tion with the purchase 
of those _ electrical 
products considered as 
maintenance and op- 
erating materials, 
equipment and sup- 
plies. Many of these 
products are so small 
and comparatively un- 
important from a 
monetary standpoint 
that it would be un- 
economic to go to the 
expense of drawing 
up specifications. 

Many things affect the buying methods, as distinct 
from the practices just discussed, by which industrial 
buyers fill their needs for electrical products. The fol- 
lowing, however, may be considered as the most impor- 
tant methods: 

1. Buying direct from the manufacturer. A _ very 
large part of the total industrial buying is done directly 
between users and suppliers without the intervention of 
wholesalers or any other middlemen. A recent survey 
showed, for example, that 65.66 per cent of industrial 
supplies are purchased direct from the manufacturer. 
The reasons for buying direct may be summarized as 
follows: 

(a) An industrial user may be in a position to pur- 
chase in large volume and so obtain lower prices from the 
manufacturer than he could from a wholesaler. 

(b) Through centralized purchasing some industrial 
buyers are in a position to purchase in larger quantities 
than any wholesaler would be likely to be able to supply 
from his stock. 

(c) Some industrial users require products not ordin- 
arily carried in stock by wholesalers. 

(d) Some industrial buyers feel that they obtain more 
reliable technical data when dealing direct with manufac- 
turers. This is particularly true of electrical products 
requiring installation service, or involving the solution 
of engineering problems. 

(e) Industrial buyers who use specifications or main- 
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Purchasing in many large plants, such as this unit of Frigidaire at 
Dayton, is influenced by many individuals 


tain standardization policies require uniformity in make 
and type of certain products they purchase, and for this 
reason desire to deal direct with manufacturers. 

(f{) The existence of reciprocal relations in buying 
and selling may make it necessary for certain industrial 
purchasers to deal direct with manufacturers. 

2. Buying through wholesalers or other local distrib- 
utors. The advantages to the industrial plant in buying 
through electrical wholesalers will be more fully covered 
in another article. The most important reasons influenc- 
ing industrial buyers to obtain electrical products through 
wholesalers, rather than direct from manufacturers may, 
however, be summarized under the following five classi- 
fications : 

(a) By securing many electrical products through 
wholesalers the industrial plant can buy in smaller quan- 
tities and so can turn over its stock more rapidly. Turn- 
over of stocks of materials and supplies is just as im- 
portant for the manu- 
facturer as is turnover 
of finished products 
for the merchant. 

(b) The use of the 
wholesaler releases the 
plant’s capital for pro- 
ductive purposes since 
the wholesaler carries 
the investment in 
stock. 

(c) When pur- 
chases are made 
through wholesalers, 
the plant is unlikely 
to accumulate a stock 
of obsolete items. Pur- 
chases are made only 
as needed and the 
wholesaler assumes the risk of obsolescence. 

(d) Buying from wholesalers in the exact quantities 
needed reduces transportation and handling expenses for 
the industrial plant. 

(e) Since the wholesaler maintains the stock room 
or warehouse, costs for storage facilities at the plant are 
reduced when electrical products are purchased from the 
wholesaler. 

The percentage of electrical and other industrial sup- 
plies purchased from wholesalers or other local distrib- 
utors tends to vary with the amount of total supplies 
purchased per year in any particular industrial plant. For 
example, industrial plants buying less than $5,000 worth 
of supplies of all kinds per year obtain more than 90 
per cent of their requirements from wholesalers or other 
local distributors ; whereas plants buying between $5,000 
and $25,000 worth of all supplies per year tend to buy in 
larger quantities, and therefore, deal direct with manu- 
facturers, with the result that they obtain only from six 
to 20 per cent of their requirements from wholesalers 
or other local distributors. 

Electrical products, like ail industrial products, are 
bought by industrial plants for use in their own busi- 
nesses. This condition has given rise to an organized 
purchasing function in industry and high-grade intelligent 
purchasing executives are becoming an important factor 
in industrial buying and selling. Despite this fact, certain 
uneconomic buying policies still (Turn to page 24) 
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There are no private offices. Mr. Steiner and his assistants 
are always accessible to customers 


Trucks drive right into the warehouse alongside the conduit 
racks 


Part of the fixture display, viewed from the city sales counter 


New, One-Story 
Warehouse 


of the 


Steiner Electric Co. 
Chicago 


AVING outgrown its quarters at 210 S. Des- 

plaines St., Chicago, the Steiner Electric Co., 

recently moved to the first floor of a modern loft 
building at 1221 West Washington Blvd. In planning 
the arrangement of his new quarters, George S. Steiner, 
president of the company, gave special attention to cus- 
tomer displays and to economical handling of mer- 
chandise. 

An architect was called in to design the lighting fix- 
ture and portable lamp displays which involve false 
ceilings and attractive archways, with convenient 
switches for individual outlets. 

A customer must pass by the fixture and appliance 
displays to reach the city sales counter. So as not to 
detract from the appearance of the store, a partition 
has been placed immediately behind the counter, shut- 
ting off all view of the warehouse. Telephone switch- 
board and office are also adjacent to this counter. 


The shipping room, well lighted from an overhead skylight, is 
located in the center of the warehouse 








Jimmy Speeds 'Em Up 


Wherein the office boy sends a letter to the salesmen 


of this firm has got down pretty low when they 

have the office boy write the pep letters to the 
salesmen. It ain’t so much that as it is that the Chief 
kind of takes everybody at their words. I was telling 
Azalea, that little luminum blond rabbit that’s the Chief’s 
stenografer, that if I was the one to write the letters to 
the salesmen, I’d tell ’em a few things, And she must 
have told the Chief and he said to go to it, if I thawt I 
was a letter writer. So here I am for better or worse 
‘and probbly worse. So leen back and get a eerful of 
reel bizness sense. 

Most all our salesmen think their working theirselves 
half to death going after orders and not getting ’em. 
I’ll bet any feller reeding this awt to tell himself the 
truth that he never does work just as hard as he pos- 
sibly can. Think that over. 

Listen what happened in that lake territory there won't 
any feller touch with a ten ft. pole. 

Last fall one day I took some orders out into the ship- 
ping department and Job—you know how Job is—he 
looked ’em over and says, ‘““Why and the hell don’t those 
birds get bizzy and sell something? I’m getting sick of 
handling these piddling picayune little orders for just 
as neer nothing as they dast to send in. Somebody awt 
to put feer for their jobs into that bunch of two-legged 
expense accts. If the Chief had the gumption his old 
man had before him, he’d tell ’em a few things that might 
stand ’em right up on end and make ’em get bizzy and 
send in something besides weather reports. For two 
cents (2c.) I’d pack up one of those old used up sample 
kits and go out on the road and show ’em.” 

He looked at the old sample kits over in one corner 
just like he was reelly thinking he’d do what he said. 
And just then the Chief himself stepped out from behind 
a stack of shipping cases and walked up to Job. He 
put one hand in his pocket and took it out and handed 
Job two pennies. 

“There’s the two cents,” he says. “Fix 
up one of those old kits and get ready to 
start tomorrow morning. The _ book- 
keeper ‘ll have a check for you and your 
route when you're ready to leave.” 

You think was Job’s face red! Well, it 
wasn’t. He just set his jaws like you've 
seen him do when one of you walked out 
there in his department and started to 
bawl him out about something. 

And he told the boys he was going 
away for a while and he picked out the 
best old sample kit and started for the stock room and 
that’s the last I saw of him. 

The chief sent him out on that lousy lake territory that 
everybody says hasn’t got any bizness in it anyhow. 
Then pretty soon I seen orders he sent in and when I'd 


[ )‘< Fetters: You probably think the bizness end 
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take ‘em out to the shipping dept. the fellers there would 
say, “Lookit those orders! He’s just a selling fool.” 

And I’m telling you fellers out in the best territory 
we got, you ain’t running one two three with Job in the 
worst territory. Laff that off. 

You’d think Job must of discovered a great secret way 
to sell stuff. So did Azalea, because I heard her say so 
to the Chief. But the Chief says, “There isn’t any great 
secret way to make sales. There’s ways enough, even 
when bizness isn’t too hot, but they aren’t secrets. In 
the first place, Job knows his stuff. I’ve been watching 
him lately and he’s been studying up on the markets for 
our stuff and all about how its made and everything. 
He’s had all the books out of the office library that tells 
how the producks are used and about the raw materials 
in them. He’s learned every faze of the thing from the 
raw materials to the dump heap where they go when 
they’re used up. That’s part of the what you call a great 
secret. He knows more about our line than I do.” 

“In the second place, he isn’t just running around 
calling on certain prospecks on the list we gave him. 
He'll see all those, but he prouls around looking for 
other possible buyers and he finds ’em in the most un- 
expected places. He watches for signs in front of places 
where they probbly don’t but they might handle our line. 
And he asks at the hotels and filling stations and mebby 
he goes to the bank or the newspaper office, I don’t know, 
and asks ’em who in town handles our kind of producks. 
He digs around and finds a lot of prospecks we never 
knew was there. Mostly they turn out to be little fellers 
but once in a while he uncovers a reel customer—and 
some of the little fellers grow to be big ones, almost be- 
fore you know it.” 

Further, he says, “And in the third place, Job has the 
greatest secret of all in the first place. He don’t care how 
hard he works on his job. He’s never thinking how soon 
he can quit and call it a day. He’d just as soon work 
overtime as to eat. In fact, I suspect a good many times 
he works overtime instead of eating. 
Maybe that’s why at middle age he hasn’t 
any more belly on him than—” 

“Oh Mr. Gaddleman,” butts in Azalea, 
giggling, “surely you don’t mean—” 

“T don’t mean you,” the Chief comes 
back, “but I mean if more of my salesmen 
would work a little more and eat a little 
less they’d have better figures and so would 
our sales. 

So you can see, fellers, what there is 
about the great secret of selling where 
bizness is lousy. Think it over and decide if you want 
bigger bellies or bigger commission checks. I'll be writing 
again soon. 

Yours for bigger and better whichever you decide. 

Jimmy 
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Men You Should Know 


SAM ROSENTHAL, 


Secretary-treasurer, Hyland Electrical Supply Co., 


Chicago, Ill. 


one September morning in 1891, 

Sam Rosenthal has been one of 
those energetic and enthusiastic peo- 
ple who cannot be content simply to 
exist. A firm believer in organiza- 
tions, he devotes much time to civic 
affairs, electrical associations, and 
club activities. 

Realizing that Chicago, the city of 
his birth, had much to offer, both 
financially and socially, Mr. Rosen- 
thal decided early in youth to build 
his career there. After graduating 
from grammar school he _ entered 
Medill High School, but was forced 
to leave before graduation in order to 
assist in the support of a large family. 
He entered the employ of J. N. Eisen- 
drath Co., manufacturers of leather 
goods in the capacity of office boy. 

The 14 years devoted to this firm 
were highly beneficial to Rosenthal, 
as his various promotions enabled him 
to gain valuable experience in the 
many departments common to every 
business organization. When _ pro- 
moted to the office of purchasing 
agent, he attained the knowledge nec- 
essary to become a good buyer. His 
next advancement brought him into 
the sales end of the business, which 
brought entirely new problems to be 
solved. These years of practical ex- 
perience fully prepared this Chicago 
distributor when the chance to enter 
the electrical wholesaling field pre- 
sented itself in 1919. 

At that time, when the Hyland 
Electrical Supply Co., owned by M. 
C. Taradash, now president, was 
about two years old, Mr. Rosenthal 
joined the firm as junior partner. 
With the two partners the personnel 
included only six people, but the en- 
ergy and capability of the leaders 
insured its steady progress. 

With his wealth of previous expe- 
rience, Mr. Rosenthal was a most 
competent general manager for the 
Devoting his time to every 


F ene s the time he first saw light 


company. 
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*An Organizer 


and Specialist 


phase of the business, 
he played a large part 
in its gradual expan- 
sion. Today he is still 
general manager of the 
Hyland Electrical Sup- 
ply Co., and is even 
more interested in its 
further development 
than he was at the out- 
set of his association 
with it. 

An ardent believer in 
the wholesaler’s value 
to the electrical industry, Mr. Rosen- 
thal has always taken an active part 
in local and national associations. At 
the present time he is chairman of the 
Central Division of NEWA, vice- 
president of the Chicago Electrical 
Wholesalers Association, and a mem- 
ber of the.governing board of the 
Electric Association of Chicago. 


Mr. 


S a result of contacts made in 

the latter group, which consists 
of men from all branches of Chicago’s 
electrical industry, Mr. Rosenthal is 
in a position to know just how others 
feel about the electrical wholesaler. 
From this knowledge, combined with 
his own experience, he has formed 
very definite ideas concerning the fu- 
ture of the wholesaler. 

“At one time wholesalers were not 
much more than brokers of electrical 
products. They bought, stored, and 
sold. That was practically the limit 
of their functions.” Thus this able 
executive sums up the competition of 
the past. He is very convincing and 
reasonable in his belief that the 
wholesale house of the future must be 
divided into various departments, 
each with its specialized personnel. 
His own company effectively illus- 
trates this point. 

This Chicago wholesaler further 
believes that a specialist, spending his 
entire time on allied lines and becom- 
ing well acquainted with all angles of 


An active worker in trade associations 
Rosenthal firmly believes that 
electrical wholesalers must organize 
and become proficient in the art of 
merchandising if they are to continue 
as an essential part of the electrical 
industry 


his particular field, can do a better 
sales job than a man possessing a min- 
imum of knowledge on many items. 
He says that the appliance or mer- 
chandise department of every whole- 
sale house must be prepared to aid its 
dealers in merchandising sales pro- 
motion, and advertising. 

Since his boyhood days, Mr. Rosen- 
thal has been vitally interested in all 
forms of athletics. In past years he 
played semi-pro baseball with the old 
Chicago Edgars. Through the win- 
ters basketball and handball took up 
many of his off-working hours. To- 
day his sporting blood leads him to 
golf, and in 1932 he won the club 
championship of the Idlewild Coun- 
try Club. At the Standard Club he 
still gains enjoyment from handball. 


OLF and handball are often 

classed as hobbies, but to quote 
Mr. Rosenthal: “I have the greatest 
hobby in the world, and that is my wife 
and two children.” He is a busy and 
happy man in all his activities, but his 
greatest happiness is when he is with 
his family. 
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An OPPOW 





The Wire Division 


of U. S. Rubber announces 
its Electrical Wholesaler policy. 


To progressive wholesalers of established reputa- 
tion “U.S.” offers, with 100 per cent territorial 
protection, its wire products business. For fran- 
chised wholesale distributors “U.S.” maintains, 
in its branch offices, sales and research engineers 
to help analyze markets, plan sales campaigns, 
aid in closing business and assist in solving 


technical problems. 


This well established, profitable business... 
supported by extensive sales cooperation and 
adequate national advertising— plus the advan- 
tage of the “U.S.” trademark which is kept con- 
stantly before the consuming public—is available 
to wholesalers who will offer earnest cooperation, 
provide satisfactory warehousing facilities and 


assure aggressive sales effort. 
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Latest Streamliner ; 


The Flying Yankee, newest streamlined train, was delivered to the 
Boston and Maine Railroad early last month. On a trial run out 
of Philadelphia, a speed of 100 miles an hour was recorded. This 
Diesel-electric, three-car, articulated, high-speed train of light-weight 
stainless steel construction, was built by the Winton Engine Corp. and 
Edward G. Budd Mfg. Co., incorporating General Electric equipment. 








On the Air 
The star and songstress of Frigidaire’s new coast to coast 
broadcast series, ‘“‘The Family Hotel.’’ Jack Pearl, 


comedian extraordinary, has the part of Peter Pfeiffer, 
keeper of a small country inn, town philosopher and choir 
master. Supplying the heart interest is Patti Chapin. 
A 30-piece symphonic dance band and a mixed choir 
fill out the program, which is aired over 76 Columbia 
stations 
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Repeating the successful tour inaugurated last year, Kelley-How- 
Thomson’s ‘Train of Hardware Progress’’ steamed out of Duluth on 
January 5 on its 2,800 mile tour with stops at 55 cities. The 15 car 
special train carried a personnel of 75 and contained 95 product dis- 
plays exhibited to an audience of over 125,000 people, all customers 
or prospective customers of this wholesale firm. 
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First Broadcast from a Bobsled 


Skimming over the ice on the dangerous Mt. Van Hoevenberg bobsled 
run at Lake Placid, N. Y., at a speed which at times reached 70 miles 
an hour, Eugene S. Darlington, a General Electric engineer, carrying 
a small portable radio transmitter, broadcast a running description of 
the sensations experienced in this mile and a half dash, a feat never 
before done in the history of radio. 





Key-Hole Finder 


This ‘‘abbreviated’’ flashlight, only 3 inches long and 12 
inch in diameter, is made possible by a tiny flashlight 
bulb just announced by the General Electric Co. Readily 
carried in handbag or vest pocket, it provides an excel- 
lent key-hole finder. With its brilliant spot, it should 
also appeal to physicians for nose and throat inspection. 
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The Editor's Page 





AS members of the National 
Conference of Business Paper 
Editors, we spent two very full 
days in Washington last month. 
No less than 22 interviews had 
been arranged for us with Administration leaders; 
including the President, several cabinet members, key 
senators and congressmen, heads of NRA and AAA, 
economists, political observers and foreign ambas- 
sadors. As all conferences were strictly “off the 
record,” our questions were frankly and freely 
answered, and we secured an excellent background of 
the present legislative situation. 

Seldom has a single session of Congress considered 
so much legislation that directly concerns the electrical 
wholesaler. From our Washington interviews and 
other sources, we have developed some very definite 
views concerning several important bills which we 
believe will interest our wholesaler readers. 

NRA Present indications point to a new bill, rather 
than an extension of the present Recovery Act, which 
expires in June. There appears to be a strong element 
in Washington which would eliminate from the Act 
everything except the control of maximum hours and 
minimum wages, thus removing trade practice provi- 
sions and reverting back to the anti-trust laws. A con- 
certed campaign on the part of business men is needed 
to convince Congress of the necessity for continuing 
the protection afforded by existing unfair trade practice 
provisions. Congress, and not NRA, now appears to 
he id the key position and we do not believe that the aver- 
age congressman, or senator, has had the business man’s 
viewpoint clearly presented to him. 

30-HOUR BILL Competent political observers tell 
us they do not believe the Black 30-Hour Bill will pass, 
it is too drastic. Nevertheless, there is so much pres- 
sure for a limitation of working hours that legislation 
providing for a higher, but definite, limit appears im- 
minent. If business will recognize this and come out 
flatly for 48, 44, or even a 40-hour week, the result 
may be far pleasanter than if it opposes any limitation 
and, in the end, has to accept whatever limit Congress 
sees fit to provide. 

WORK RELIEF BILL Aim is to put unemployed 
on payrolls and do away with doles. Administration 
seeks free hand in spending the 4.8 billions which the 
bill would provide, presumably to eliminate congres- 
sional log-rolling and to allow flexibility in adopting 
expenditures to meet changing conditions. Original 
purpose was to specify that wages should be substan- 
tially below prevailing wage scales, so as not to handi- 
cap recovery by competing with private employers. 
Congress threatens to substitute prevailing wage scales. 

Whether or not contractors will be employed to 
supervise construction of Federal projects remains to 
be determined. At present it appears doubtful. There 
is apparently a job to be done, by the construction 
industry and its suppliers, to convince Congress and 
the Administration that competent contractors, engi- 


Pending 
Legislation 
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neers and architects not only need work themselves, 
but that they offer the most economical method of 
supervising these projects. In other words, the money 
will go further and more people will be employed if 
the construction industry is brought into the picture. 

SOCIAL SECURITY. Whether we like it or not, 
it looks very much as if we would have compulsory 
unemployment insurance and old age pensions very 
soon. Old age pensions were adopted in Germany in 
1889 and since then some 30 foreign countries have 
set up some form of social insurance. Social insur- 
ance is undoubtedly preferable to direct relief, and the 
United States has been much slower than other nations 
in taking hold of the idea. Opponents of the pending 
bill claim each State should provide for itself, others 
point out the danger of labor migration to States with 
more favorable insurance laws, also to the economy of 
a single system with centralized administration. 

The present bill aims to cover many forms of social 
insurance. It has been hastily drawn in an attempt 
to provide an alternative to direct relief at the earliest 
possible date. An unbiased report, just released by 
the Associated Business Papers, estimates that the 
proposed three per cent tax on payrolls would, in 1932, 
have reduced industrial profits by 7.4 per cent. Each 
wholesaler can readily determine for himself the effect 
on his earnings statement of a three per cent levy on 
all salaries of less than $250 per month. 


SPEAKING before the electrical 
manufacturers’ midwinter confer- 
ence in New York last month, 
B. W. Kerr, chairman of the 
NEMA-FHA Advisory Commit- 
tee, emphasized certain facts which concern whole- 
salers as well as manufacturers. 

Emphasizing the opportunity for profit offered the 
electrical industry by the housing program, Mr. Kerr 
said “FHA needs salesmen and must have banking 
cooperation. On these two points we can function— 
we must function.” 

FHA is conducting house-to-house canvasses to 
determine available repair and remodeling jobs. “Who 
is going to follow up these leads?” Mr. Kerr asked. 
He cited a recent canvas in Ohio where the FHA 
investigator reported out of every 25 door bells pushed, 
only five rang. A wide-open sales opportunity, and 
yet there was no follow-up by a contractor to solicit 
the work of repairing these bells. 

While some banks are enthusiastically soliciting 
modernization loans under the Federal Housing Pro- 
gram, there are many others which remain indifferent. 
The entire plan needs to be pushed locally and the 
active support of luncheon clubs and other civic organi- 
zations enlisted, Mr. Kerr told the manufacturers. 

Electrical wholesalers are well known and highly 
regarded in their own communities. If they will do 
their part in arousing the enthusiasm of their local 
banks, and if they will join with their fellow business 
men in organizing the systematic follow-up, by com- 
petent salesmen, of FHA’s house-to-house canvasses, 
increased sales of electrical goods are bound to result. 


Salesmen 
Needed 
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Tested Merchandising Ideas 


Which the wholesaler’s salesman can pass on to his dealers 


“Clock Special” Gets Man In 
Home for More Business 


One of the toughest barriers for any 
salesman to hurdle is the job of getting 
past the front door. Here’s an idea 
that accomplished this feat very effec- 
tively for a dealer and had the added 
value of holding down the sales resis- 
tance of the housewife because she 
never suspected the trick. 

It so happened that this dealer used 
a sale on electric clocks as the basis for 
his plan but sales on many other items 
also would serve the purpose. The plan 
worked like this: 

Every customer that purchased a 
clock was informed that it was the 
dealer’s custom to send an experienced 
man around to the house to install the 
clock and make sure that it functioned 
correctly. The customer was quick to 
acquiesce, feeling that this was an added 
service which should be appreciated. 

The dealer carried out his agreement 
to the letter but instead of sending a 
service man to the house with the clock, 
he sent a salesman. Armed with a full 
supply of tact, the salesman proceeded 
to concentrate all of his faculties on the 
job of learning the electrical needs of 
the customer. The clock gave him an 
excuse for loitering around and with the 
help of “casual’’ conversation he soon 
built up a good list of requirements. 

This list not only furnished A-1 leads 
for future business but with the house- 
wife in a friendly mood and sales re- 
sistance at a low ebb, the salesmen were 


able to make many spot sales by con-, 


centrating on the appliances for which 
there seemed to be the most immediate 
need. 


Vv 


Boosts Business By Grouping 
Fans With “‘Allied’’ Lines 


Here’s a little tip that may help to 
promote fan business with hardware 
dealers, especially the smaller type of 
store that is inclined to pass them up as 
being a little off the beaten track: 

Feature fans with such summer prod- 
ucts as Flit, spray-guns, small vacuum 
cleaners with deodorizing and moth de- 
stroying attachments, etc. These make 
a natural combination as the job of 
keeping cool and warring on summer 
insects are both closely allied and im- 
portant summer occupations. These 
products can be grouped together for 
an effective window display. One dealer 











Today the wholesaler’s salesman 
has come to be looked upon as a 
merchandising counsellor by his 
appliance dealers. He is expected 
to offer practical ideas which will 
result in increased sales for the 
dealer. Realizing the importance 
of this service, which wholesalers’ 
salesmen are now called upon to 
render, Electrical Wholesaling 
plans to devote a page each month 
to short descriptions of tested mer- 
chandising methods which have ac- 
tually produced more business for 
retailers of electrical appliances. 


THE EbpITor. 











has found that such grouping served 
to draw more customers for both types 
of product. 


Vv 


Oldest Cleaner Contest Builds 
List of Real Prospects 


It would be stretching the truth a 
bit to call the “oldest vacuum contest” 
a new idea but it is effective neverthe- 
less. Here is the way it works: 

The dealer, through the medium of 








Specialists from Peoria: Each member 
of the Kiefer Electrical Supply Co.’s 
sales organization is trained to handle 
a certain class of accounts. D. E. Kazar, 
sales manager (left) is a graduate en- 


gineer. He devotes all his time to in- 
dustrials (including the distilleries), 
specializing on controls, pumps and ven- 
tilation. E. R. Elam also is trained to 
sell the more technical lines while Ray 
Tenscher contacts contractors and 
dealers, exclusively. W. R. Kiefer, presi- 
dent (right), is also president of the 
recently organized Central Illinois Elec- 
trical Wholesalers’ Association. 


window display, an advertisement in the 
local newspaper, direct mail literature 
or some other means of publicity, asks 
the local residents to search attic or 
closets for old vacuum cleaners. If they 
uncover one that is out of date, they 
are to bring it in to the store and enter 
it in an old age contest. The incentive 
for their trouble is a brand new cleaner, 
if they are successful in producing the 
oldest cleaner in the community. If the 
dealer is handling a well-known type, 
he may also offer a cleaner to the one 
who has the oldest model of that partic- 
ular make. 

While the contest is in effect, the 
dealer uses the cleaners submitted as 
attention-getting window displays and 
employs the contest, itself, to good ef- 
fect in securing publicity for his store. 
On the day that the contest closes, the 
dealer arranges a public display of all 
the cleaners and awards the new clean- 
ers to the winners. The real value of 
the contest is the hand-picked list of 
prospects which it brings him, for every 
entry is or should be in the market for 
a new model. 

Where a dealer considers this too 
much to handle alone, the plan can be 
made county-wide and several dealers 
can share the expense and the benefits. 


Vv 


Birth Announcements Lead 
Way to Lamp Sales 


It has long been the custom of enter- 
prising dealers in perambulators to 
watch the vital statistics column of the 
daily paper for hot leads to business. 
As soon as a birth is announced, the 
parent receives an invitation from the 
merchant to visit the store and select 
the baby’s means of transportation from 
among a wide assortment. Or else a 
salesman pops up at the house with the 
same suggestion. 

An equally enterprising electrical 
dealer has adopted these tactics for his 
own and discovered considerable busi- 
ness lurking behind these figures. He 
tumbled to the idea on sun lamps but 
he has since expanded his program to 
include bottle warmers, heating pads 
and other appropriate items. One of 
his salesmen has built up a substantial 
business running down these leads. The 
parents are ready buyers of anything 
that will contribute to the health and 
happiness of the young hopeful. Cost 
is only a secondary consideration. 
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These devices 
ave the 


customer 
mterest 





F™ the RADIO: — No. 2145 Radio Outlet, providing aerial, ground and power 
connections with all wiring concealed. For the ELECTRIC CLOCK: — No. 7707 

Clock Hanger Outlet, which provides mechanical support for the clock and includes 
electrical connection. For the ELECTRIC FAN: — No. 7750 Fan Hanger Outlet which 
holds the fan and combines the electrical connection. For the ELECTRIC RANGE: — No. 
7950 Range Outlet which provides for straight-in wiring, with solderless connections. Inter- 
changeable cable clamp allows for bottom or back wiring. For OUTDOOR APPLIANCES or light- 
ing conveniences: — No. 7792 Outdoor Receptacle, weatherproofed throughout. These devices 
are the hub of customer interest and the center of sales-emphasis in the successful merchandising of wiring 
devices. ALL listed in your ARROW Catalog and completely described in illustrated data-sheets, on request. 


pees {ROW THE BROW * HEGEMAN IG CO. HARTFORD. CONN. en 
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Ample Parking Space is available beside this 6,000 sq.ft. warehouse occupied a 
few months ago by the Electric Supply Co., at 18 Commerce St., Asheville, N. C. 
The three floors have elevator service and, adjoining the property, is a conduit 


yard which provides an additional 2,000 sq.ft. 


Wm. Farr, general manager, reports 


business on the “up and up” in the Piedmont district. 





Buying Policies of 
Industrial Plants 
(Continued from page 13) 


persist among industrial plants all of 
which increase production and distribu- 
tion costs. These may be summarized 
as follows: 

1, The carrying of excessive supply 
stocks in the plant, as a result of buying 
in large quantities direct from manufac- 
turers. 

2. The failure to consider excessive 
costs of purchasing routine such as cleri- 
cal work, correspondence, expediting 
work, entering delivery receipts, account- 
ing for factory supply stocks, and check- 
ing freight bills and invoices. All of 
these costs are incurred as a result of 
buying direct from manufacturers. 

3. Excessive requests for quotations 
from suppliers on small orders. Many 
of the requests for prices cost more to 
send out than the maximum price saving 
obtainable on the order through buying 
direct from the manufacturer. 

4. Frequent changes in sources of sup- 
ply. An industrial plant cannot expect 
to obtain the same service from suppliers 
if he is constantly changing to new 
sources of supply, because wholesalers or 
other suppliers naturally give the best 
service to steady customers. 

5. The failure to include transporta- 
tion, cartage, handling, warehousing, 
and other expenses in the cost of supplies 
purchased direct from manufacturers to 
be held in stock in the plant. 

6. Placing too much emphasis on price 
to the detriment of quality in purchasing 
supplies and equipment. 

7. Failure to consolidate orders and 
deliveries so as to reduce the cost of 
ordering and handling supplies in the 
plant. 

8. The use of unethical purchasing 
methods such as inducing salesmen to cut 
prices below normal or recognized fig- 
ures; inferring that prices have been cut 


by competitors ; and changing sources of 
supply to induce price cutting. 

It may be said that the buying methods 
and policies of industrial plants have 
shown constant improvement during the 
past ten years. In former times the buy- 
ing of many electrical products in par- 
ticular was on the hit-or-miss system. 
To-day, as a result of a careful study 
of products and suppliers, purchasing is 
done objectively. The product purchased 
must not only be correctly priced, but it 
must fit the need of the buyer. Better 
buying demands improved selling meth- 
ods on the part of wholesalers in particu- 
lar. In approaching industrial buyers 
the wholesaler should bear the points out- 
lined in this article in mind; but above 
everything he should remember that the 
chief motive in industrial buying is to 
make profitable use of the product pur- 
chased. All the wholesaler’s selling and 
advertising activities should be directed 
to industrial buyers with the realization 
that electrical products are bought by 
such plants for use in the operation of the 
establishment or as a part of its finished 
product, and not for resale. 


Vv 


Sales of Electrical Wholesalers 
Gained 20% in 1934 


Wholesalers are estimated to have 
increased their dollar sales to $14,710,- 
000,000 in 1934, from $12,959,000,000 
in 1933, or a 13.5 per cent increase, ac- 
cording to a report from the Depart- 
ment of Commerce. 

While the general trend of whole- 
sale sales in 1934 was upward, the rate 
of increase varied among the different 
trades. Estimated sales of wholesalers 
proper showed distributors of automo- 
tive products with an increase of 26 
per cent; electrical goods, 20 per cent; 
dry goods, 16 per cent; furniture and 
house furnishings, 14 per cent and 
lumber and building materials, 6 per 


cent. Other trades indicated increases 
of approximately the same per cent 
change as total sales of all groups com- 
bined. 





Ss 


Charles W. Hobson 


Charles W. Hobson, for many years 
president and general manager of the 
Southwest General Electric Co. and a 
pioneer in the electrical wholesaling field, 
died, of a heart attack, at Dallas, Tex., 
January 22. Born in 1867 at Savan- 
nah, Mo., he became treasurer of the 
first electric street railway in St. Joseph, 
Mo., at the early age of 21. Foresee- 
ing development in the Southwest, he 
and his father organized the Waco 
Street Railway in 1891. Three years 
later, after contending with delays in 
getting supplies and construction ma- 
terials from manufacturers, he con- 
ceived the value of a Southwestern 
supply warehouse and organized the 
Waco Electric Supply Co. In 1903 
he moved his headquarters to Dallas, 
establishing branches in Houston, El 
Paso and Oklahoma City. His organ- 
ization was purchased by the General 
Electric Co. in 1912, when he was made 
executive and operating head of the 
Southwest General Electric Co. He 
retired in 1928. 


James E. Wilson 


James E. Wilson died on January 
9 at his home in Halifax, Nova Scotia. 
He retired three years ago having been 
in the electrical business since 1885, 
traveling for the Stewart Howland Co., 
C. S. Knowles and Pettingell Andrews. 
For a number of years he was secre- 
tary of the Contractors Association 
with headquarters at Boston. He was 
a member of the Blue Lodge and Shrine. 
His son, E. Wesley Wilson, is president 
of the Hampden Electric Supply Co. 
of Springfield, Mass. 


Vv 


Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of December: 

















Dec. 1934 with | gL, 

Federal Reserve |~yoy. Dec. me 

District 1934 1933 ago 
Chitene, o6.<6s:< +21.6) + 9.4 +35.7 

Philadelphia.... | —16. | +15. | +25. 
San Francisco... | +11.1) +28.4| +35.6 
Stems... Sa tae ee eer 
Atlanta........ | — 3.0} +31.5| +43.8 
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A NEW DEAL in Switch VALUE 
A NEW IDEAL in Switch DESIGN 








NOW AVAILABLE IN SMALL (61%4” x 334”) CABINETS AND 
LARGER (71%4” x 6%”) CABINETS; THE LATTER WITH SOLID 
OR OPEN ENDS 





The 
IDEAL LINE 


To Use For: 


ee Se] 
Electric Refrigerators 
Oil Burners 

Air Conditioners 
Service Entrance 
Stores & Factories 













3 Pole, Solid Neutral, Plug Fuse 3 Pole, Solid Neutral, Cartridge Fuse 
Catalog No. 96311 W.P. Catalog No. 96321 
With End Plate Removed Solid End Type Cabinet 


THESE VIEWS ILLUSTRATE THE NEW-IDEA SNAP ACTION MECHANISM AND HEAVY 
PRESSURE FLOATING CONTACTS 


The design of the switch 
mechanism assures a 
wiping action of the 
contacts under toggle- 
lock pressure. 


The Toggle Handle 
secures quick and 
easy operation. Note 
the “toe & heel” type 
movable contacts. 










"ave" 


A flat steel spring with 3 
frictionless knife-edge 
pivots, comprise a unique 
snap-action mechanism. 








DETROIT MICH. U.S.A. = 
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Latest Code Developments 





Electrical Wholesaling Budget 
Approved by NRA 


Formal approval has been extended by 
NRA of the budget and basis of con- 
tribution submitted several months ago 
by the divisional code authority for the 
electrical wholesaling trade for the 
period from August 23, 1934 to August 
23, 1935. 

Vv 


NRA Announces Hearings on 
Distribution Differentials 


Public hearings will be held in Wash- 
ington, beginning March 12, on existing 
and proposed code provisions resulting 
in price differentials among the various 
agencies engaged in the distribution of 
goods from the manufacturer to the re- 
tailer. 

The hearings will be divided into two 
parts. The first two days of the hear- 
ings will be confined to the specific prob- 
lem of wholesale differentials. On the 
following days consideration will be 
given to certain types of code provisions 
which appear in either manufacturing 
or distributing codes, and which appear 
to create distribution differentials. It is 
expected that these hearings will be 
followed by a prompt formulation of a 
definite policy for dealing consistently 
with the problems in this field. 


Vv 


Members of Code Authority 
for Vacuum Cleaner Industry 


The personnel of the code authority 
for the vacuum cleaner industry, as ap- 
proved by NRA, is as follows: C. G. 
Frantz, Apex Electrical Mfg. Co., 
Cleveland; R. J. Simmons, Birtman 
Electric Co., Chicago; C. G. Groff, 
Electrolux, Inc., New York City; J. 
Tuteur, Electric Vacuum Cleaner Co., 


Cleveland; Fred Wardell, Eureka 
Vacuum Cleaner Co., Detroit; P. A. 
Geier, the P. A. Geier Co., Cleveland, 
and H. W. Hoover, Hoover Co., North 
Canton, Ohio. 

Vv 


Code Provisions Explained 
by Chicago Commission 


A. J. McGivern, secretary of the elec- 
trical wholesaler’s code commission for 
the Chicago district, reports that the 
commission, which has committed itself 
to a policy of education, plans to meet 
regularly, discuss one or two code pro- 
visions at a time, and send explanatory 
letters to the trade. 

Additional copies of these letters will 
be available to all wholesalers. When a 
customer objects to his wholesaler’s re- 
quest for compliance, an official copy 
may be sent to show that he is asking 
the wholesaler to yiolate the law. 


Vv 
Portable Lamp Code Amended 


Approval of eight additional articles, 
submitted as amendments to the sup- 
plemental code for the portable electric 
lamp and shade industry, a subdivision 
of the electrical manufacturing industry 
code, has been announced by NRA, 

The articles relate to consignment 
selling, advertising allowances, re- 
turned merchandise, identifying mer- 
chandise, terms of payment, a standards 
committee, homework, and subterfuge. 
The new articles became effective 
March 4. 

v 


Ruling on Wholesaler- 
Retailer Combinations 


A bulletin issued by the code author- 
ity for the wholesale automotive trade 








These Huskies (both mentally and physically) are part of the crew stroking for 


Hatfield Electric Supply Co., Indianapolis. 


In front, left to right: Frank Argast, 


vice-president; Thos. J. Farrell, president; W. O. Yagerline, sales manager; Leo 


Miles, salesman. 


Behind them are: Wm. Karnes, salesman; Harry McMullen, 


manager supply dept.; U. Thompson, salesman, and John Ford, credit manager. 


contains the following NRA ruling on 
hours of labor and rate of pay in cases 
where wholesalers operate retail de- 
partments : 

“Tf a member of the trade conducts 
a wholesale and retail business and has 
the departments segregated so that the 
employees are not interchangeable and 
the departments are maintained sep- 
arately 100 per cent, employees in the 
retail department may be governed by 
the retail code and the employees of 
the wholesale department may be bound 
by the wholesale code. Where there 
is confusion and these employees are 
interchangeable in any way at all they 
will be bound by the code which em- 
braces their principal line of business 
or that which is more favorable to 
labor.” 

7 


NRA Approves Budget for 
General Wholesaling Code 


The budget submitted by the general 
wholesaling code authority, amounting 
to $11,500, has been approved by NRA. 
It covers the period from August 1, 
1934, to July 31, 1935. Each divisional 
code authority is required to pay one 
per cent of its approved budget, pro- 
vided that in no instance shall the as- 
sessment against any divisional code 
authority be less than $100 nor more 
than $1,000. 

v 


Specialty Transformer Code 
to Receive Hearing 


A public hearing will be held in 
Washington on March 15 on the pro- 
posed code of fair competition for the 
specialty transformer industry—a_ sub- 
division of the electrical manufactur- 
ing industry. 

Products covered by the supplemen- 
tal code would include all air-cooled 
transformers and reactors used in radio 
equipment; ignition and luminous tube 
transformers; signalling, control, door- 
bell and toy transformers; street light- 
ing and all “general purpose and mis- 
cellaneous transformers.” 

For the purpose of preventing dis- 
crimination between customers of the 
same class, customer classifications 
would be established by specifically de- 
fining such terms as “dealer,” “service 


organization,” “contractor,” “agent,” 
“jobber,” “wholesaler” and “distribu- 
tor.” 


Trade practice regulations prohibit, 
among other things, the use of mis- 
leading advertising, or statements re- 
garding competitors’ policies, and the 
granting of secret rebates. Misrepre- 
sentation of quality and size of products 
also would be prohibited. 

Although consignment sales would be 
banned under the proposed code, it pro- 
vides that trial installations could be 
made in anticipation of a sale in in- 
stances where the prospective customer 
pays the installation costs. 





YOUR OPPORTUNITY 


If you had your choice, wouldn’t you 
rather ride a new streamline train, the 
newest low wing plane, or air flow car? 
It’s human nature to want the latest... 
and the man who supplies a modern safety 
switch marks his job as better .. . makes an 
impression that gets more business. 

Alert contractors will cash in on the 
appeal of this modern Cutler-Hammer 
(Bul. 4140) Safety Switch. It has every de- 
sired feature. Suitable for entrance switch 
requirements in many sections. Ideal for 
oil burners, domestic stokers, air com- 
pressors, unit heaters, dairies, laundries, 
ice plants, stores, etc. 

This small switch offers an unusual op- 
portunity. Carried by independent elec- 
trical wholesalers everywhere. Feature it 
now. Send for literature. COTLER-HAM- 
MER, Inc., Pioneer Manufacturers of 
Electric Control Apparatus, 1327 St. Paul 
Avenue, Milwaukee, Wisc. 


CUTLER-HAMMER 


SAFETY SWITCHES 


oH) 








































BUILT TO THE FAMOUS STANDARD OF CUTLER-HAMMER MOTOR CONTRO 


Bul. 4140H2—Type D— 
30 ampere—positive Make 
and Break. Plenty of knock- 
outs located near back edges 
to permit direct running of 
conduit. Not only customary 
ample wiring space but 
mechanism completely re- 
movable to permit unob- 
structed pulling of wires. 
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SIMPLE 


FITTINGS 


EASY TO CUT 
EASY TO BEND 
EASY TO INSTALL 
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The Keynote of the Success of 


ELECTRUNITE Steeltudes 


REG. U. S. PATENT OFFICE 


Perhaps the most important reason why 
‘more than 60,000,000 feet of Electrunite 
Steeltubes has been installed in the com- 
paratively short time it has been available 
is its simplicity and ease of installation. 
There are no threads to fit or cut. Three 
simple compression-type fittings—coupling, 
box connector and adapter for connecting to 
standard threaded conduit fittings—make tight 
joints and adapt this modern threadless rigid 
conduit to any type of installation. 

Its light weight, ease of handling, strong, 
rigid, electric weld construction, and its ease 
in bending also contribute materially to the 


simplicity of Electrunite Steeltubes. And by 


Contractors who use Electrunite Steeltubes say 
that it is the easiest-wiring conduit on the mar- 
ket. Its popularity is increasing every day. If 
you would like to stock Electrunite Steeltubes 
and enjoy this profitable business in your terri- 
tory, write for details. 


ELECTRICALLY 


WELDED - 


no means of ordinary importance is its 
knurled inside finish—not smooth like 
in ordinary conduit, but with thousands 
of tiny, rounded knobs that act like ball 
bearings and make wire pulling ap- 
proximately 35% easier. 

Electrunite Steeltubes provides adequate 
electrical and mechanical protection. It re- 
sists corrosion. It is approved by Under- 
writers’ Laboratories, The National Electrical 
Code and the U.S.Government. And with all 
these advantages, the surprising fact is that 
Electrunite Steeltubes, with all the necessary 
couplings and box connectors, costs less to 


buy than ordinary threaded conduit. 


Patent No. 1,962,876 


Knurled inside finish avail- 
able in 4%", %" and 1” sizes 


Electrical Division 


teel and |Jubes ja 


WORLD’S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


-LE VELA D:. . « &8 FCO 


SUBSIDIARY OF 


Re 


REPUBLIC STEEL CORPORATION 
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NRA Announces New Policy on 
Advertising Allowances 


When code restrictions on advertis- 
ing allowances are proposed the pro- 
visions may limit such allowances to 
payment for definite and specific ad- 
vertising or promotion services, and 
may prohibit any price reduction, dis- 
count, bonus or rebate being designated 
an advertising allowance, according to 
NRA policy on this subject, as an- 
nounced by the National Industrial Re- 
covery Board. 

Codes may now provide that agree- 
ments to purchase advertising services 
from customers must be in written con- 
tracts separate from sales contracts. 
Such contracts must “specifically and 
completely set out the promotion 
services to be performed, together with 
the precise consideration to be paid 
therefor, the method of determining 
performance, and all other terms and 
conditions related thereto.” 

NIRA has approved a draft of sug- 
gested code provisions conforming with 
the new policy, both regarding advertis- 
ing allowances and dealing with pub- 
licizing such allowances. The follow- 
ing is suggested for use in codes in 
which it is desired to regulate advertis- 
ing allowances: 

“No member of the trade/industry 
shall designate as an ‘advertising allow- 
ance,’ a ‘promotion allowance,’ or by a 
similar term, any price reduction, dis- 
count, bonus, rebate, concession, or 
other form of allowance, or any con- 
sideration for advertising or promotion 
services, offered or given by him to any 
customer. 

“No member of the trade/industry 
shall offer or give any consideration 
merely for ‘pushing,’ ‘advertising,’ or 
otherwise than for definite and specific 
advertising or promotion services. Such 
consideration shall be given only pur- 
suant to a separate written contract 
therefor, which contract shall specifi- 
cally and completely set forth the ad- 
vertising or promotion services (in 
such manner that their specific char- 
acter may be understood by other mem- 
bers of the trade/industry and their 
customers) to be performed by the re- 
cipient of said consideration, the precise 
consideration to be paid or given 
therefor by said member, the method of 
determining performances, and all other 
terms and conditions relating thereto.” 


Vv 


Price Filing Proposed for 
Industrial Supply Distributors 


A public hearing was held February 4 
in Washington on proposed amendments 
to the code of fair competition for the 
industrial supplies and machinery dis- 
tributors trade, providing for a method 
of price filing and procedure for han- 
dling trade complaints against unfair 





Supplies are Coming Back: according to 
S. G. Ward, manager, Graybar Electric 
Co., Portland, Ore. He reports a per- 
ceptible increase of activity in the sup- 
ply lines as contrasted with appliances, 
in spite of the fact that building is not 
going ahead at a fast rate. Moderniza- 
tion and repairs must be the answer. 





pricing practices. The text of the pro- 
posed amendments is as follows: 

“Article VI, Section 1—The stand- 
ards of fair competition for the trade 
with reference to pricing practices are 
declared to be as follows: Wilfully de- 
structive price cutting is an unfair 
method of competition and is forbidden. 
Any member of the trade or of any 
other trade or the customer of either 
may at any time complain to the proper 
regional committee that any selling, 
quote or filed price constitutes unfair 
competition as destructive price cutting, 
imperiling small enterprises or tending 
toward monopoly or the impairment of 
code wages and working conditions. 
The said regional committee shall within 
five days afford an opportunity to the 
member selling at, quoting or filing the 
price to answer such complaint and shall 
within 14 days make a ruling or adjust- 
ment thereon. If such ruling is not con- 
curred in by either party to the com- 
plaint, all papers shall be referred to the 
code authority and if the code authority 
is unable to reach a satisfactory deter- 
mination of the question it shall be 
promptly referred to the research and 
planning division of NRA which shall 
render a report and recommendation 
thereon to the administrator.” 

“Article VI, Section 2 (a)—Where 
in any particular regional area a major- 
ity of the members of the trade in that 
regional area elect to file prices, dis- 
counts, and other terms or conditions of 
sale with such confidential agency as 
nay be approved by the code authority, 
all members in such regional area shall 
file prices on all items designated by 
said agency. Any members of the trade 
outside of such regional area desiring to 
sell within such regional area shall com- 
ply with the price filing regulations in 
such regional area, and shall not file a 
price in such regional area below that 
filed or quoted by him in his own re- 
gional area. It is a violation of the code 
for any member of the trade to sell at 
other than his individually filed sched- 
ules covering prices, terms and condi- 


tions; provided that any member of the 
trade may sell at less than his filed price 
in order to meet the competition of a 
competitor who has filed a lower price 
on the same article. Prices and revised 
prices shall become effective immedi- 
ately upon filing. Such prices and re- 
vised prices shall upon receipt be im- 
mediately available for inspection by any 
interested party at the office of such 
agent. The said agent of the code au- 
thority shall maintain a permanent file 
of all prices filed as herein provided, and 
shall not destroy any part of such rec- 
ords except upon written consent of the 
administrator. Upon request, said agent 
of the code authority shall furnish to 
the administrator or any duly desig- 
nated agent of the administrator, copies 
of any such lists or revisions of prices. 

(b) When any member of the trade 
has filed any revision, such member 
shall not file a higher price within 48 
hours. 

(c) No member of the trade shall 
enter into any agreement, understand- 
ing, combination or conspiracy to fix or 
maintain prices, nor cause or attempt 
to cause any member of the trade to 
change his prices, by the use of intimi- 
dation, coercion, or any other influence 
inconsistent with the maintenance of the 
free and open market which it is the 
purpose of this article to create.” 


v 


Wiring Device Code Approved 


The supplemental code for the wiring 
device industry, as approved by NRA, 
defines “wiring devices” as including: 
sockets and receptacles; tumbler, tog- 
gle, push button and snap switches and 
their accessories; attachment plugs and 
connecting outlet devices; cord sets for 
resale, including decorative lighting out- 
fits, enclosed fuses and cutouts. 

Code provisions include price filing; 
selling below cost, trade practices and 
liquidated damages. Among the trade 
practices prohibited under the code are: 
misleading advertising; statements re- 
garding policies of competitors; mis- 
representation as to quality and size; 
secret rebates; splitting commissions; 
inaccurate records; commercial bribery, 
espionage of competitors and consign- 
ments. 


Vv 


Dealer Advertising Must State 
Installment Charges 


The retail code authority, with the ap- 
proval of NRA, has announced an in- 
terpretation of the article of the retail 
code which deals with installment sell- 
ing. 

The effect of this interpretation is 
to require any retailer who advertises 
merchandise on an installment plan to 
indicate in the advertising that there 
are additional charges for such a plan, 
if such is the case. 
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No. 24111 
2 Pole, 30 Amp. 
125 Volts 
Solid Neutral 





No, 24311 
3 Pole, 30 Amp. 
125-250 Volts 





No. 27321SWN 
3 Pole, 30 Amp. 
230 V. A.C. 
Switching Neutral 
Meter Twistout 








TRUMBULL 


TYPE ‘D° SWITCHES 


30-400 Amp. 250 Volts 


ATTENTION: — 
SALESMEN! 


This entire line is available with 
knockouts in the ends for use with 
conduit, or with “twistouts” for 
use with standardized meters. 


We cannot emphasize too strongly 
that these Type “D” switches are 
not just something cheap for the 
sake of price alone. 


This listing enables the Trade to 
purchase something better at a low 
price where service is not severe. 


Can be furnished 2, 3 or 4 Pole. 
No Fuse or Fusible. 


Available also with solid neutral 
or switching neutral. 


A LOW PRICED 
COMPETITIVE LINE! 














No. 24321 
3 Pole, 30 Amp. 
230 Volts 





Cat. No. 23322 
3 Pole, 60 Amp. 
125-250 V. A.C. 

Grounded Neutral 





Cat. No. 24323SWN 
3 Pole, 100 Amp. 
230 V. A.C. 
Switching Neutral 











A GENERAL ELECTRIC @ ORGANIZATION 


PLAINVILLE, CONN. 


THE TRUMBULL ELECTRIC MFG. CO. 
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Trade Associations 





Staud Submits Recovery Plan 
to Washington 


As president of the Porcelain Enamel 
Institute, Rudolph W. Staud, advertis- 
ing manager, Benjamin Electric and 
Manufacturing Co., has submitted to 
President Roosevelt two plans designed 
to increase industrial business activity. 

The first plan proposes to increase 
employment in the capital goods and 
equipment industries through modern- 
ization of industrial plants, improve- 
ment of working conditions and elimina- 
tion of fire and accident hazards. The 
plan contemplates provision for insured 
loans for such purposes, also a national 
promotional campaign. 

The second plan would offer to wage 
earners low cost financing for the pur- 
chase of automobiles, furniture, ranges, 
refrigerators, radios, etc., with complete 
insurance to the purchaser against loss 
of equity or repossession. 

These plans were submitted on the 
basis that increased employment can 
only be secured and maintained by in- 
creased utilization of equipment and 
materials on the part of business es- 
tablishments and by greatly increased 
consumption of the more durable types 
of goods on the part of consumers. 


v 


Utah Electrical League 
Elects Salsbury 


David M. Salsbury, manager of the 
Salt Lake City branch of the Westing- 
house Electric Supply Co., has been 
elected president of the Electrical 
League of Utah for the year 1935. 
Wholesalers elected to the board of 


trustees of the league include S. Rosen- 
feld, United Electric Supply Co., J. M. 
Perlewitz, Graybar Electric Co. and 
W. O. Smith, General Electric Supply 
Corp. 

Vv 


Noah Coleman Is Vice-president 
of Lehigh Valley Association 


The Lehigh Valley Electric Associa- 
tion, at its annual meeting held in Al- 
lentown on January 11, elected officers 
for the current year and made plans for 
a campaign to promote adequate wiring 
in older homes and business places 
utilizing the credit plan of the Better 
Housing Program. Noah Coleman, of 
the Coleman Electric Co., was elected 
vice-president of the association. 


Vv 


Housing Administrator Moffett 
Addresses NEMA Meeting 


Electrical manufacturers held their 
annual mid-winter conference at the 
Waldorf Astoria Hotel, New York City, 
February 6 to 8. Principal speakers 
at the general sessions were James A. 
Moffett, Federal Housing Administra- 
tor; J. S. Tritle, chairman of NEMA’s 
code committee, and Dr. Willard 
Thorpe, chairman of the advisory coun- 
cil of NEMA. Proposed code amend- 
ments and economic problems of NRA 
were discussed by the latter speakers. 


Vv 


Contractor-Dealer Medal 
Awarded to Leo Mayer 


In recognition of his contribution to 


the advancement of the contractor- 
dealer branch of the electrical industry 
through his constructive leadership in 
the development of the electrical con- 
struction code and the organizing of 
self-government within that group, Leo 
E. Mayer, president of the White City 
Electric Co., Chicago, has been awarded 
the James H. McGraw contractor-deal- 
ers’ medal. The presentation was made 
in Chicago on February 13 at a dinner 
meeting sponsored by the executive 
committee of the National Electrical 
Contractors Association and the code 
authority of the electrical contracting 
industry. 


Vv 


Federal Housing Administration 
Requires Underwriters’ Labels 


Products listed and labeled by the 
Underwriters’ Laboratories are recog- 
nized in the master specifications of the 
reconditioning division of the Home 
Owners’ Loan Corp., now being cir- 
culated by FHA. 

The National Electrical Code is to 
be followed in all new electric wiring 
as well as in the repair or replacement 
of present electrical systems. All ma- 
terial and devices used in the wiring 
installation are to have the labels of 


Underwriters’ Laboratories. 
Vv 
Correction 
Census statistics: on the electrical 


wholesaling trade were reported on page 
20 of Electrical Wholesaling for Janu- 
ary. Total expenses of manufacturers’ 
agents were shown as 25.5 per cent. 
This was due to a typographical error 
in the data released by the Census Bu- 
reau. The correct figure for manu- 
facturers’ agents overhead expense is 
ten per cent. 








Annual Banquet of the National Electrical Manufacturers Association, Waldorf Astoria Hotel, New York City, February 7, 1935 
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Seventeen Years Ago. This iron-hatted 
quartet was photographed during a con- 
vention in Cleveland, back about 1918. 
Believe it or not, the men in front are 
Harry Allen and A. C. Kinsel of Cleve- 
land. Behind them stand Pat Lyons, 
formerly with the National India Rub- 
ber Co., and Chauncey (Mabel) Heit. 





Better Light—Better Sight 
Business Campaign 


The Better Light—Better Sight Cam- 
paign moved into the commercial light- 
ing phase of its development during the 
past month. Heretofore it has concen- 
trated more particularly on the home 
and on student lighting. With FHA 
funds available for commercial renova- 
tions and improvements in which wiring 
equipment and accessories are eligible 
for FHA loan guarantees, this com- 
mercial program should quickly in- 
crease the sales of commercial lighting 
equipment and all that goes with it. 

A committee of the Artistic Lighting 
Equipment Association, working closely 
with the lighting industry, has prepared 
a comprehensive workable plan for its 
members, their wholesalers and dealers. 

A seal type approval tag, serial num- 
bered starting at 1,000, is being at- 
tached to lighting fixtures which pass 
ALEA specifications. This tag is 
available to all ALEA cooperating 
members at a slight charge. 

It provides a selling weapon which 
capitalizes on all the Better Light— 
Better Sight publicity that has preceded 
this campaign. This tag will assure 
the purchaser that he is getting a fix- 
ture that is not only well made, but that 
is so designed that it will provide bet- 
ter light for seeing in the store or office. 
It is designed to take the guesswork 
out of fixture buying, and gives a tre- 
mendous advantage to the manufacturer 
who uses it. In a sense it does for the 
fixture industry what the approval tag 
on the IES study lamp has done in the 
portable field. Every ALEA member 
has been urged to use this tag and to 
make certain that his wholesalers and 
dealers are taking full advantage of its 
selling possibilities. 

Special promotional material has also 
been prepared by the Mazda lamp manu- 
tacturers. 

Wholesalers are expected to assist in 





organizing localized Better Light— 
Better Business campaigns with the co- 
operation of local utility companies, 
local representatives of paint manufac- 
turers, etc. A campaign plan book 
has been prepared which is available 
through the lighting sub-committee of 
the Edison Electric Institute, 420 Lex- 
ington Ave., New York City. This 
book provides wholesalers and dealers 
with information as to how the facilities 
of the Federal Housing Administration 
may be used to stiggglate their commer- 
cial lighting sales. ““y 

x 
State-WidefElectric Club 

Planned in Washington 


Electrical wholesalers are actively 
identified with a movement of unusual 
significance in the state of Washington. 
Two prominent Seattle wholesalers, 
A. J. Lutz, district manager, General 
Electric Supply Corp., and J. I. Colwell, 
district manager, Graybar Electric Co., 
are among the seven members of a new 
state planning committee of the Electric 
Club of Washington. 

One of the chief objectives of the 
club, under the presidency of Walter D. 
McDonald, of the Westinghouse Elec- 
tric & Manufacturing Co., recently 
elected, is to unify all of the electric 
clubs in various cities of the state. Its 
membership at present is made up of 
electrical men of Seattle, Tacoma and 
Everett. It is proposed to broaden this 
into a Washington Electric Club for 
the whole state. Present local electric 
clubs and new groups to be established, 
are then to be in the nature of chapters 
of the parent state club. 

Since the parent club and all the 
chapters will be composed of men 
identified with all branches of the elec- 
trical industry, it is hoped in this way 
to not only bring about a general recog- 
nition of the industry divisions but to 
work toward the abandonment of vicious 
practices which lead to the demoraliza- 
tion of one branch of the industry by 
another in an endeavor to advance its 
own interests. Furthermore, with all 
branches of the industry all over the 
state presenting a solid front, much can 
be done toward influencing legislation 








All Salesmen, and successful ones, too, 


judging from their smiles. This jolly 
trio, composed of George Bates, Bob 
“Cash” Price and Marvin Lugar, sells 
for Peerless Electric Supply Co. of 


Indianapolis. 











Below the Prima Donna is Harry Alter, 
president of the Harry Alter Co., well 
known radio and appliance distributor 
of Chicago. At the left is “Chick” Mos- 
ton, while Arthur Alter is seated at the 
right. These men were snapped at the 
recent convention of Grunow distribu- 
tors at the Lake Shore Athletic Club, 
Chicago. 





bearing on electrical matters, for the 
welfare of the industry and the public 
as well. 

In a recent communication, President 
McDonald says: “The plan embraces 
all phases of the industry in its scope of 
reciprocal, beneficial endeavor. It con- 
templates state-wide activities. Those 
of the industry within the state not 
affiliated, can, under the plan, become 
affiliated through units of their own 
creation, developed within their own 
localities, thus placing themselves in a 
position to not only benefit themselves 
but also aid in the betterments of the 
industry so desired by all.” 

The planning committee has laid out 
a three-point program which may be 
summed up briefly as follows: 

1. Plan and arrange state-wide sur- 
veys and educational activities, for the 
purpose of stimulating the greater use 
of electrical energy. 

2. Encourage affiliation with other 
electrical clubs throughout the state 
and the formation of chapters in key 
cities where no clubs now exist, for 
the purpose of assisting in legislative 
matters. 

3. Prepare and submit a program that 
will increase the prestige of the Electric 
Club and better enable it to serve the 
industry as a whole. 


-» These have been broken down into 


many other lines of activity. It is pro- 
posed to: sponsor all reasonable activi- 
ties having to do with the greater use, 
application and installation of electrical 
equipment and service; provide basic 
procedure through which the individual 
policies of the various units of the in- 
dustry can be reconciled and stabilized ; 
help establish a proper state wiring 
and merchandising code; strengthen 
existing contractors’ license laws; de- 
velop a code of business. ethics for each 
branch of the industry; study and co- 
ordinate seasonable sales promotion pro- 
grams, and to initiate and support 
proper legislation that will adequately 
control the use of sub-standard appli- 
ances, materials and workmanship. 
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10”, 12” and 16” Oscillating and a -Oscillating 8” Non-Oscillating, 9” Oscillating ‘‘Junior’’ 


Fans, Satin Black Finish 


Fans, Ivory Finish 


NEW DIEMIL FANS FOR 1935 








20” Air Circulating Fans. Tall and Short 


Pedestals. 


Chromium and Black Finish. 





DIEHL FANS 


New beauty and new performance mark the 1935 Diehl Fans. The handsome 
finishes and graceful designs harmonize with any surroundings. The modem 
guard is stronger, safer, more attractive. The scientifically designed blades 
move ample air smoothly—noiselessly. Back of all is the Diehl Fan Motor— 
quiet, efficient, long lived. 

This year’s line is one of the most complete available anywhere. Besides the 
16, 12, 10 and 8 inch standard Diehl fans, there are 6-blade chromium plated 
models in 16 and 12 inch sizes, the new 20 inch Diehl Air Circulators for mov- 
ing 4000 cu. ft. of air per minute and the new Diehl ‘‘Junior’’ desk and bracket 
fans in 8 and 9 inch sizes, well-built, attractive and efficient models that sell at 
extremely reasonable prices. Diehl ceiling fans, Wind-O-Vent kitchen fans, 
exhaust and ventilating fans round out a line that enables you to meet every fan 
requirement. 

Diehl fans are backed by a half-century’s reputation for quality, a nation-wide 
chain of district offices and warehouse stocks, new display material, effective 
consumer literature and active advertising. Write for the new 1935 catalog to 
Diehl Manufacturing Company, Elizabethport, N. J. District Offices or sales 
representatives in principal cities. 


DIEHL MANUFACTURING COMPANY 
Electrical Division of 
THE SINGER MANUFACTURING COMPANY 


A FAN FOR EVERY PURPOSE 
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W holesaler Activities 





Hobb Electrical Supply Moves, 
Adds to Personnel 


The Hobb Electrical Supply Corp., 
well-known Manhattan wholesaler, is 
now occupying 10,000 sq.ft. of floor 
space in a new store at 880 Sixth Ave., 
between 31st and 32nd Sts. Two lofts 
in the former location at 54 West 3lst 
St. are being retained as a warehouse. 

Recent promotions and additions in- 
clude the following department heads: 
Jack Siegel, shipping; Jack Davis, 
lamps; Morris Barshay, supply sales; 
S. W. Goodman, auditing. Max Block 
and Harry Lienkranz have been added 
to the sales organization and “Bill” La 
Faye, formerly with the Alpha Electri- 
cal Supply Co., continues as appliance 
manager at the 42nd St. branch. 


v 


Kelley-How-Thomson Repeats 
“Train of Progress” 


Repeating the successful tour in- 
augurated last year, Kelley-How-Thom- 
son’s “Train of Hardware Progress” 
steamed out of Duluth on January 5 
on its 3,800 mile tour with stops at 55 
cities. The 15 car special train carried 
a personnel of 75 and contained 95 
product displays exhibited to an audi- 
ence of over 125,000 people, all cus- 


tomers or prospective customers of this 
wholesale firm. 

Included among the exhibits were 
Universal appliances, L. & H. electric 
ranges, Bond flashlights and batteries, 
Benjamin lighting fixtures, Telechron 
clocks, Sylvania radio tubes, Sunbeam 
furnaces and air-conditioning units, 
Grunow radios and refrigerators, Sun- 
beam mix-masters, G. E. Mazda lamps 
and I. A. Bennett electrical specialties. 


v 


Triangle Moves Branch, 
Adds New Men 


The Anderson, Ind., branch of the 
Triangle Wholesale Electric Co., re- 
cently moved from 109 East Ninth St. 
to larger quarters located at 22 West 
Ninth St. At their main house in 
Muncie, Earl M. Fording has been 
promoted from counter man to supply 
salesman, covering the city and 12 
neighboring counties. In the same ter- 
ritory Floyd Dunn has been employed 
to handle appliance lines. 


7 


New Quarters for Ross Electric 


The Ross Electric Co., Brooklyn, 
N. Y., has moved from 301 Patchen 
Ave. to new and larger quarters at 1538 








“Pull ’Em In” Winners: Salesmen of eastern wholesalers, who were judged most 
active with their lamp agents during recent contest of the Atlantic division of 
General Electric’s incandescent lamp department, were all smiles during their 
two-day visit to Nela Park. Back row, left to right: Henry Rollin, Beacon Sales 
Co.; P. D. Parker, assistant general sales manager, Nela Park; George Reynolds, 
Royal Eastern Electrical Supply Co.; Henry Menzer, G. & H. Menzer Co.; L. P. 
Moyer, Nela Park; E. E. Martin, Graybar Electric Co. Middle row: R. P. Bur- 
rows, assistant sales promotion manager, Nela Park; I. M. Block, Monarch Elec- 
trical Supply Co.; N. Saphier, Wm. L. Blumberg Co.; Morris Starobin, Bridge 
Plaza Electrical Supply Co.; W. C. Stockberger, Wiedenback-Brown Co.; O. H. 
Young, Nela Park. Front row: O. F. Haas, assistant manager, Atlantic division, 
General Electric Co.; Joe Hirschfeld, Hirschfeld Electrical Supply Co.; L. M. 


Smith, Jr., Atlantic Division. 


Bedford Ave. which provide 5,000 
sq.ft. of floor space. A private drive- 
way on Lincoln Place affords ample 
parking space for customers. This con- 
cern has announced a policy of selling 
at wholesale only, and plans to extend 
its lines of wiring supplies, appliances 
and refrigerators. 


v 


Appliance Department Added 
by Hardware & Supply 


H. O. Smith, manager electrical de- 
partment, Hardware & Supply Co., 
Akron, Ohio, announces the recent ad- 
dition of an appliance division handling 
radio, refrigerators, washers, cleaners 
and other major lines. 

Aaron Neutzling, for 20 years con- 
nected with the electrical supply de- 
partment, has been named manager of 
electrical sales, and W. O. Johnston, 
formerly of the inside sales organiza- 
tion, is now covering key accounts in 
both the city and country territories. 


v 


New Officers Announced 
by Cabell Electric 


At a meeting of the stockholders of 
the Cabell Electric Co., held in Jackson, 
Miss., on February 4, Mrs. T. B. Ca- 
bell was elected president, succeeding 
her husband who passed away on Janu- 
ary 11. J. B. Cabell, a son of the 
founder of the company, was named 
vice-president. Officers re-elected were 
W. M. Berry, treasurer, and Mrs, O. 
M. Jones, secretary. 


v 


C. W. Finley Elected President 
of Central Electric Supply 


C. W. Finley, formerly vice-president 
of the Central Electric Supply Co., 
Battle Creek, Mich., has been elected 
president of the company, succeeding 
L. R. Greusel who died last October. 
Recent additions to the organization are 
C. E. White, sales engineer, covering 
Battle Creek and vicinity, and Ben L. 
Bristol, manager of major appliance 
sales, who is traveling southern Michi- 
gan. 


Vv 


F. J. Airey Promoted 
by G. E. Supply 


F. J. Airey, formerly Los Angeles 
district manager for the General Elec- 
tric Supply Corp., has been transferred 
to San Francisco as assistant to the 
vice-president. He is succeeded in Los 
Angeles by F. C. Todt, previously dis- 
trict manager at San Francisco. 
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Service Manager Promotions 
Announced by Graybar 


R, D. Paine, a graduate of Columbia 
University in 1922 and member of the 
Graybar Electric organization for the 
past 12 years, has been appointed serv- 
ice manager of their Cleveland office. 
Mr. Paine joined the supply depart- 
ment of the Western Electric Co. in 
1923 and was attached to the account- 


ing staff of the New York house. 
Later he was transferred to Omaha 


and, in 1924, was moved to St. Louis 
and then to Atlanta. Four years later 
he was transferred to Detroit, from 
whence his new promotion now moves 
him to Cleveland. 

E. Black, newly appointed service 
manager at Detroit came directly to 
Graybar following his graduation from 
Princeton in 1920. Shortly after tak- 
ing up new sales duties at the Pitts- 
burgh office he was transferred to 
Detroit in 1927, where he has served 
as a specialist until his recent promo- 
tion to service manager. 


v 


Rock River Electric 
Entertains Dealers 


A dealer meeting was held by the Rock 
River Electric Co., on January 4 at the 
Faust Hotel, Rockford, Ill. Dr. O. C. 
Cleaver gave a talk entitled “Lighting 
Becomes of Age.” Manufacturers’ men 
who presented their lines were: Bob Du- 
thrie, Westinghouse appliances; George 
Mason, Colt switches; Bob White, Ar- 
row wiring devices ; Wes. Williams, Na- 
tional Carbon products, and George Ol- 
son, Westinghouse lamps. 


v 


Stern Holds Grunow Meeting 


On February 15 the 1935 Grunow 
line of radios and refrigerators was in- 
troduced to its dealers by Stern & Co., 
Hartford distributors. Service schools 
and technical discussions occupied the 
day sessions, while the evening was de- 
voted to general merchandising sub- 
jects. 

v 


Waddington Leaves Graybar 


E. H. Waddington, district manager 
of the Graybar Electric Co., at Kansas 
City, has retired from that organiza- 
tion. He has purchased a 350-acre 
property on the Lake of the Ozarks 
which he intends to develop as a high- 
class recreation resort to be known as 
Cutright Springs Lodge. 

C. H. McClean, formerly assistant 
manager, has been appointed Mr. Wad- 
dington’s successor as manager of the 
Kansas City district. 





Brother and Sister: When Robert Bul- 
lock of the Industrial Electric Supply 
Co., Muncie, Ind., goes out after busi- 
ness he leaves all office details in the 
capable hands of his sister, Mrs. Carol 
Pendergast. 


Local Wholesaler Secures Order 
for Pittsfield Traffic Lights 


The Pittsfield branch of the Oakes 
Electrical Supply Co., Holyoke, Mass., 
has been awarded the contract for a new 
Crouse Hinds “Trafflex” signal system 
for the city of Pittsfield. 

The new system will provide flexible, 
progressive traffic control on the main 
thoroughfare. It has the Massachusetts 
standard pedestrian period, also special 
flashing features for emergency control 
from fire headquarters. 





Personals 





Wiiarp S. CRANDALL, formerly with 
the Indianapolis branch of General Elec- 
tric Supply Corp., is covering the 
middle-western part of Indiana for the 
Richmond (Ind.) Electric Co. Mr. 
Randall has had not only practical sales 
experience, but technical training as 
well, being a graduate electrical en- 
gineer of Purdue University. 


A. L. Loucks, a veteran of 30 years 
in the electrical wholesaling game, is 
now managing the wholesale depart- 
ment of Broyles Electric Co. in Marion, 
Ind. Mr. Loucks was recently with 
Industrial Electric Supply Co., Muncie. 

L. F. Irwin, formerly with Moe 
Bridges Co., Milwaukee, is now cover- 
ing the city and part of the country 
territory for Fox Electric Supply Co., 
Elgin, Ill. JoHN NELSON, a new man in 
the wholesaling field, keeps things 
moving in the store room. 

WILLIAM VAN CwrREN, a 10-year 
employee of Moorehouse & Wells Co., 
Decatur, IIl., has recently been pro- 
moted to outside salesman, covering the 
country territory. 


R. M. EvANs, is a new counter man 
and stock clerk at the Springfield, Ill. 
branch of the General Electric Supply 
Corp. 

H. S. Hate, formerly with Westing- 
house Electric Supply, is now selling 
appliance lines in the city territory for 


the Universal Electric Co., Peoria, Ill. 
R. R. CAstTLes, at one time with the 
St. Louis house of General Electric 
Supply, is handling both supplies and 
appliances in the east central area. 

“Jim” WHALEN, for many years ac- 
tive in the electrical trade in New Eng- 
land, is now associated with Milhender, 
Inc., Boston. “JAcK’ Simmons, for- 
merly counter man, is now calling on in- 
dustrial accounts. 

L. H. Barrecary, formerly a radio 
and electrical dealer in Beardstown, 
Ill., is covering the country territory 
on supplies, radio parts and tubes for 
the Springfield (Ill.) Electric Supply 
Co. 

Mito STEHLICK is now handling 

washing machine promotion for the 
Eastern Electrical Supply Co., Newark, 
N. J. 
Harry E v.iott has resigned as gen- 
eral manager of Naslund Electric Sup- 
ply, Los Angeles. His duties have been 
taken over by ArtTHUR Nastunp. L. 
J. McLAuGHLIN and ApotpH T. Davip- 
SON are recent additions to the inside 
organization. 

JosepH WestTGARD, formerly with 
Graybar’s St. Paul house, is handling 
the city territory for Blaine Electric 
Co., St. Paul, Minn. 

E. PrIpDEAUSE is covering St. Louis 
and the east side cities for Melville B. 
Hall, Inc. 

Greorce Bettis, formerly associated 
with a Rochester wholesaler, is now 
located in Binghamton as sales super- 
visor of the Wehle Electric Co.’s four 
branches. MarTIN SPINDLER and 
Louis STERGERWALD are new men at 
the Rochester and Binghamton houses, 
respectively. 

C. D. Rusu, formerly with the George 
Worthington Co., Cleveland, Ohio, now 
travels the country territory for H. Poll 
Electric Co., Toledo. 

JacK Srmpson, veteran Michigan 
salesman is handling appliance lines for 
Cadillac Electric Supply Co., Detroit. 

G. O. O’Connor, formerly with the 
Steiner Electric Co., and E. EBerHarp, 
previously with the Majestic Electric 
Supply Co., are new men with the En- 
glewood Electrical Supply Co., Chi- 
cago. 

HaroLtp SMITHERS, who joined the 
W. M. Dutton & Sons Co., Hastings, 
Neb., in 1933, has been advanced to the 
managership of this wholesaler’s radio 
and refrigeration department. 

F,. D. CoMMAGERE is a new salesman 
with the Electric Supply Co., Atlanta, 
Ga. 

C. A. ALLISON is a new man in the 
stockroom of the Van Meter Co., Cedar 
Rapids, Ia. This firm has recently 
opened a new appliance and fixture dis- 
play for the use of its dealers. 

K. W. MAXweELLt is traveling for the 
Missouri Valley Electric Co., Kansas 
City, Mo. He will concentrate on 
smaller towns, not usually visited, with 
new accounts as his main objective. 
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Fan Manufacturers Report 
Sales Gain of 49% 


At the recent meeting of the National 
Association of Fan Manufacturers held 
at the Commodore Hotel, New York, 
the various members submitted data 
from which the annual Fan Index has 
been compiled. Over a period of many 
years it has been found that this index 
of the fan and blower industry provides 
a reliable measure of general business 
because fans and blowers, heating and 
ventilating and air conditioning equip- 
ment enter into all types of buildings, 
are used in remodeling and recondi- 
tioning and are used in all types of 
industries. 

At the close of 1934, the Fan Index 


stood at 1.49, compared with 1.00 at the _ 


end of 1933, showing an increase of 
49 per cent during the past year. The 
upward trend of the business curve of 
the fan manufacturers indicates a fur- 
ther increase for 1935. 

John M. Frank, Ilg Electric Venti- 
lating Co., Chicago, IIl., was re-elected 
president of the association for 1935. 


v 


N. L. Pearson Promoted 
by All-Steel-Equip 


Norman L., Pearson, assistant equip- 
ment sales manager of All-Steel-Equip 
Co., Aurora, Ill., manufacturers of 
steel shop and office equipment, and 
electrical wiring specialties, has been 
appointed sales manager of the indus- 
trial division, according to F. R. 
McQuown, vice-president of the com- 
pany. Mr. Pearson joined All-Steel- 
Equip in 1928, coming from the Con- 





tinental and Commercial Trust and 


Savings Bank of Chicago. 


Vv 


Beckett Promoted by Wiremold 


Walter S. Beckett, who has been ac- 
tively engaged in the sale of Wiremold 
products for the past 15 years, has been 
appointed district sales manager with 
headquarters at 323 W. Apsley St., 
Germantown, Philadelphia, according to 
an announcement by D. Hayes Murphy, 
president of the Wiremold Co. Mr. 
Beckett’s territory includes eastern 
Pennsylvania, southern New Jersey, 
Delaware, Maryland and the District of 
Columbia. 

Vv 


Walker Named Sales Manager 
By Garfield Manufacturing 


The Garfield Manufacturing Co., Gar- 
field, N. J., manufacturers of molded 
insulation, announce the appointment of 
Francis J. Walker as sales manager. 
Mr. Walker was formerly in charge of 
sales for the Connecticut Molded 
Products Co. of Meriden and, prior to 
that, was supervisor of sales for the 
molded insulation division of the 
Economy Fuse & Manufacturing Co., 
Chicago. 

v 


Martin }. Wolf Announces 
New Marketing Firm 
With headquarters at 203 N. Wabash 


Ave., Chicago, and connections in 26 
principal cities, a national marketing 








Coast Distributor Visits Bridgeport: Merchandising officials of the May Co., Los 
Angeles, recently inspected General Electric’s radio headquarters at Bridgeport, 


Conn., as guests of R. J. Cordiner and B. C. Bowe. 
officials, coming out of a “huddle” which had been centered 


group of G.E. 


around one of the latest-model multi-band receivers. 


They are shown with a 


Left to right, are: David 


Platt, W. O. Woolston and Benjamin Platt, Jr., from Los Angeles; J. L. Busey, 
B. C. Bowe, A. L. Atkinson and R. W. Turnbull of Bridgeport, and George 
Aronson of the May Company’s New York City office. 


organization has been established by 
Martin J. Wolf. 

The new firm, according to Mr. 
Wolf, offers to electrical manufacturers 
a marketing service which includes 
three distinct types of sales activity. 

1. Resale merchandise, such as large 
and small appliances and kindred items 
that are bought for resale, and mar- 
keted through resellers. 

2. Electrical items of the inside and 
outside construction varieties. 

3. Electrical advertising in its vari- 
ous phases and applications. 

Accounts now handled by Mr. Wolf 
and his associates include: 

Electrical Advertising Division of 
the Magnavox Co., Ft. Wayne; Kulp 
Theft-Proof Lamp Co., Chicago, and 
Therm-O-Lectric Corp., Detroit. 


v 


G. H. Smith Transferred 
by General Electric 


G. H. (“Rock”) Smith, formerly dis- 
trict representative in Detroit of the 
General Electric: Company’s merchan- 
dise department, has been transferred 
to the headquarters staff of the Hot- 
point heating device section at Bridge- 
port. He will act as a special repre- 
sentative of that section in the field. 


v 


Donovan Joins Hubbell 


“Larry” Donovan, formerly New 
England representative for the Buss- 
mann Mfg. Co., has been appointed fac- 
tory representative, covering the Bos- 
ton territory, for Harvey Hubbell, Inc., 
Bridgeport. 

Vv 


Johnson Leaves Burgess, 
Opens Agency 


Harold E. Johnson, for the past four 
years western district sales manager for 
the Burgess Battery Co., resigned his 
position last month to establish his own 
manufacturing agency, the H. E. John- 
son Sales Co., 111 S. Jefferson St., 
Chicago. For nine years prior to going 
with the Burgess company, Mr. John- 
son was president of the Standard Elec- 
tric Sales Co. of Chicago, 


v 


Hopkins to Represent 
Signal Electric 


The Signal Electric Manufacturing 
Co., Menominee, Mich., manufacturers 
of electric fans, portable drills and frac- 
tional horse power motors, have an- 
nounced the appointment of the H. R. 
Hopkins Co., 95 Fairmount Ave., Phila- 
delphia, as their direct factory repre- 
sentative for that territory. This ap- 
pointment became effective January 15. 
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But eee MY DEAH FELLOW... YOU DON’T AWSK 
EVERY CUSTOMER TO BUY LAMPS? 





Yes » ee AND IN ONE MONTH IT DOUBLED 
HIS LAMP SALES... tell this to your dealers 


HERe’s the way the proprietor of a hard- 
ware company in Portland, Oregon 
doubled his sales of Mazpa lamps in just 
one month’s time. He writes: 


“Tt is inside the store that we account for 
our largest volume of lamp sales. We al- 
ways keep the Mazpa lamp merchan- 
diser very near the cash register so that 
every customer is reminded at least 
once of lamps. 


“During a recent lamp sales drive we 
also devoted a three-by-five foot table, 


near the door, to another display so that 
we couldn’t miss a customer. 


“Last, but by far the most important, it 

was intensive work on all customers that 

sold and will continue to sell lamps. We 

asked every customer to buy lamps . . . and 

we doubled our lamp sales in one month’s 

time.” 

Tell your dealers to try the three things 

mentioned in the box at the right. Point 

out the importance of dealers’ asking 

each customer, “How about some 
General Electric Mazpa lamps today?” 


GENERAL @ ELECTRIC 
MAZDA LAMPS 











DO THESE 
3 THINGS 


1 Make customers STOP by 
using the G. E. Mazpa lamp 
window display. 

2 Make customers LOOK by 
using an effective counter 
display. 

3 Make customers LISTEN 
by asking them to buy G. E. 
Mazpa lamps. 


If you don’t ask them, 
they can’t say ** YES” 











MAIL THIS COUPON FOR YOUR 
FREE COPIES OF THIS BOOKLET 


To enable your salesmen 
to take pe crn of 
the Better Light— Better 
Sight idea in lining up 
bigger dealer contracts, 
they should know some of 
the startling facts re- 
vealed by the Science of 
Seeing. These facts are 
now available in a 20-page 
booklet, “‘THE NEW STORY OF SEEING.” 





Incandescent Lamp Dept. 166, EW-3 
General Electric Company, Nela Park, 
Cleveland, Ohio. 

Please send me ( ) free copies of “ The 
New Story of Seeing.” 


1 ee 
fo eee 
STREET. 
CITY. 





STATE 
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THERE IS A WIREMOLD ZONE OF USEFULNESS AND 
PROFIT IN EVERY FIELD OF WIRING PRACTICE! 











SERRA SRS ER REIL EO EL OE AT 


SVT AOR RE ROR AON s me rs tai Ss 
»~ o-, oe i 

















‘ae 


NUMBER 6 OF A SERIES ONC GHEN, 


WIRING OPPORTUNITIES 





~ SWITCH 


CONTROL! 


FOR ADDED OUTLETS 





NO. 240 
_ SINGLE-POLE 
| SWITCH 








DOWN from | 
Wall Outlet! 





See how nicely me 
Wiremold meets this |.. 
common sttuation! 





UST another instance of that marvel- 240 








ous adaptability to all conditions and to 
all fields of wiring practice. That is why 
Wiremold has become the chief reliance of 
contractors who specialize in the moderni- 


zation of existing wiring systems. 





2si7 








UP from 


Baseboard! 














243 243A 





GENERAL SPECIAL 
UTILITY RADIO 
OUTLET OUTLET 

















ABOVE — The amazing 
versatility of this fitting is 
merely a demonstration 
of the versatility of ALL 
Wiremold fittings. 


AT LEFT — These two 
fittings may be used in 
Wiremold  switch-control 
systems. They will help 
to solve many other wir- 
ing problems. 





THE WIREMOLD COMPANY, Hartford, Conn. 4 




















An Old Friend with a New Job: When 
J. E. (Bud) Whitfield, right, walked 
into the Hatfield Electric Supply Co., 
Indianapolis, to talk business with 
Frank Argast, vice-president, the latter 
was sure surprised to learn that Mr. 
Whitfield is now with Appleton Electric 
Co. “Bud” formerly was with Steel and 
Tubes, Inc. 





H. H. Green Advanced 
at Nela Park 


H. H. Green, formerly advertising 
manager, and for the past four years a 
member of the western sales depart- 
ment, has been advanced to head up the 
newly-organized market * study section 
of General Electric’s incandescent lamp 
sales promotion department at Nela 
Park, Cleveland. 

According to Mr. Barnes, manager 
of that department, it will be Mr. 
Green’s function to analyze market 
problems arising in the field, and to 
seek markets and methods for introduc- 
ing new laboratory ideas and develop- 
ments. 


Vv 


Arrow-Hart & Hegeman 
Opens St. Louis Office 


The Arrow-Hart & Hegeman Elec- 
tric Co., Hartford, Conn., has recently 
opened an office in St. Louis, Mo., lo- 
cated in room 1217 Louderman Bldg., 
317 North 11th St. R. A. Stewart 
has been appointed as St. Louis represen- 
tative. He will confine his entire ac- 
tivities to that city. His former territory 
in Missouri and the states of Kansas 
and Oklahoma will now be handled from 


| Kansas City. 


Vv 


Kelvinator Advances Jeffrey 


Walter L. Jeffrey, for the past five 
years a member of the sales promotion 
department of Kelvinator Corp., has 
been named manager of the newly 
formed operations division of the com- 
pany’s advertising and sales promotion 
department, according to announcement 
by Vance C. Woodcox, director. The 
new division will assume full respon- 
sibility for all sales promotion creative 
work, publicity and sales education ac- 
tivities.and promotional details. 
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BRYANT SOCKETS 













In Golf follow-through is the full completion of the 


stroke which is so necessary to consistent performance. 


In Bryant sockets follow-through 





is exemplified by completeness 






of line, selling policy, and service. 






The few illustrations on this page 





only indicate typical sockets in 






the wide range of Bryant designs 






to fit varying needs. 















See the full line in the new Bryant 
No. 34 Catalog. 






OAVANT 


SUPERIOR 
WIRING DEVICES 







FOLLOW-THROUGH 
WITH BRYANT SOCKETS 
FOR A PERFECT INSTALLATION 


ky R y A N T Superior Wiring Devicer 
a by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORK 100 East 42nd Street . . CHICAGO 844 West Adams Street . . SAN FRANCISCO 149 New Montgomery Street 
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Island 








It’s the latest word in modern design for displaying Bond’s new 
self-selling packaged merchandise in your store—one of the many 
ways Bond will this year help you secure the maximum turnover 
and profit on the new Bond line. Glass all around, chromium 
trimmed, this cabinet of three separable display cases, 5 feet high, 
takes but 28” x 18” of floor space. It’s a complete flashlight and 
battery department always in sight to customers and clerks. Easy 
access to goods for clerks, yet safe against improper removal of 
goods, and provides for quick, easy inventory. Best of all, the 
Bond Island Display is the most effective and compelling means of 
displaying and selling your new 


Bond Flashlights 
and Batteries 


with the overwhelming eye and buy 
appeal of their 1935 display packages. 


You can obtain your Island Display 
through your jobber in combination 
with your order for Bond Merchan- 
dise. For complete information, tele- 
phone the jobber or write us. 


The new Bond Flashlights include 
a complete line in all price ranges, 
but all embody top quality in their 
class. Towering above all competi- 
tion, the line is capped by new ideas 
and products not available elsewhere 
—items that carry the whole line 
with them. 


The new catalog shows all. Use the 
coupon for your copy and “Island” 
Display proposition. 













isplay 


BOND ELECTRIC CORPORATION 


257 CORNELISON AVE., JERSEY CITY, N.J. 
BRANCHES AND WAREHOUSES CONVENIENTLY LOCATED 





Send new catalog and “Island” Display proposition. 


USE 
THE 
COU- 
PON 


Your Name 


Company 


Address 


ee) 








Extra Compensation: E. E. Hasselquist, 


Fox Electric Supply Co., Elgin, IIl., 
presents check to L. S. Kaptain, owner 
of the LSK Radio Service of the same 
city. The check represented additional 
compensation which this dealer earned 
when his sales of Cunningham tubes 
reached a higher compensation bracket. 
Witnesses of the presentation are H. R. 
Johnson, service manager of Fox Elec- 
tric, and Mr. Kaptain’s brother, “P. W.” 





Clark Joins Harnischfeger 


E. H. (Jim) Clark, formerly St. 
Louis manager for the Rockbestos Prod- 
ucts Corp., and for 11 years with the 
Northwestern Power and Light Co., has 
joined the Harnischfeger Corp. in a 
sales capacity on the new line of P&H 
convertible motors. Mr. Clark will 
travel the Middle West and Southwest 
territory. 


v 


Simplet Appoints 
Representatives 


A. S. Merrill, treasurer of the Sim- 
plet Electric Co., Chicago, manufactur- 
ers of conduit fittings, announces the 
appointment of the P. M. Day Co., 517 
East Woodbridge St., Detroit, and L. 
F. Stahl, 4120 Park Ave., Indianapolis, 
to represent his firm in the states of 
Michigan and Indiana, respectively. 


Vv 


Lemmert to Represent 
Union Insulating 


Effective March 1, Harry L. Lem- 
mert, associated with J. H. Parker, gen- 
eral sales representative for Electro- 
trim, Inc. for the past two years, will 
also handle all sales of the Union In- 
sulating Co. of Parkersburg, W. Va., in 
the New York metropolitan area. 

The Union Insulating Co. of which 
Mr. Parker is president maintains a 
sales office at 277 Broadway, New York 
City. 

Vv 


Three New Distributors 
for Stewart-Warner 


The Stewart-Warner Corp. announces 
the appointment of three new distribu- 
tors for its refrigerator and radio lines. 

These include the Automotive Sales 
Co., Memphis; Shadbolt and Boyd Co., 
Milwaukee, and the El Paso Lumber 
and Paint Co. The latter will also 
handle distribution for the Phoenix and 
Albuquerque territory. 
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Swartz Named Western Manager 
by Standard Electric Stove 


William P. Swartz, who has been 
Pacific Coast district representative for 
the Standard Electric Stove Co., of 
Toledo for 15 years, has been appointed 
manager in charge of western distribu- 
tion, in charge of stocks which are car- 
ried in Los Angeles, San Francisco and 
Seattle. 

Mr. Swartz began his electrical 
career as a salesman for the A. T. 
Knowlson Co. in Detroit In 1919 he 
went to the Coast for “Crystal” wash- 
ers, and in 1920 became associated with 
the Standard Electric Stove Co. He 
will have charge of distribution in that 
territory. 


v 


Belden Opens Warehouse 
in Philadelphia 


The Belden Manufacturing Co., Chi- 
cago, has opened an eastern warehouse 
in the new Terminal Commerce Build- 
ing, Philadelphia. E. V. (Bob) Blake, 
who has been connected with the Belden 
Company for the past eight years as ter- 
ritorial representative and sales service 
manager, has been placed in charge of 
the new branch, as eastern manager. 


v 


Distributors Appointed to 
Industrial Supply Code 


Members of the code authority for 
the industrial supplies and machinery 
distributors trade have been announced 
by NRA. They are: B. H. Ackles, 
Detroit; P. A. Converse, San Fran- 
cisco; Chas. E. Curtis, Milwaukee; 
J. R. Kelley, Jersey City; John L, Pitts, 
Alexandria, La.; H. E. Ruhf, Cleve- 
land; W. T. Ryan, Cambridge, Mass. ; 
and Alvin M. Smith, Richmond. 








Three’s A Crowd, the photographer 
must have thought, because apparently 
he tried to crowd Paul Miller, the big 
salesman on the right, out of the picture. 


Next to Mr. Miller is Elece Williams, 
stenographer, and on the left is another 
salesman, M. G. Sifford. These folks 
are with the Memphis branch of West- 
inghouse Electric Supply Co. 








T-NOARK 


W coLr INO 


PULL OUT METER SWITCHES 





Here is a new line of Colt-Noark switches that is up to the 
minute in every particular. Simple in design — positive in 
operation — rugged in construction. The 60 ampere fuses 
come out with a jerk — effectively and absolutely breaking all 
contact. The solderless connectors make their installation 
simple — and of course as in all Noark switches 
there is an abundance of wiring space on top 
and bottom. Two types, one for meter use only 
and the other for combination meter and range 
service. Boxes for surface or flush mounting — 
with an auxiliary door for removing fuse holders 
and plug fuses. 





Fuse Holder Removed 


Look into this new line of switches — they are the last 
word in efficiency, and up to date equipment. They will 
do more than their share to boost your 1935 business — and 
your profits. Get in touch with any of our branch offices. 


Branch Offices at 


The “Rampant Colt” 
Boston, Philadelphia, Chicago,New York 


You will enjoy the “Rampant 
Colt”, the news organ of Colt’s 
Electrical Division. It’s free — 
send in your name. 


ELECTRICAL DIVISION 


H. B. Squires Company 
San Francisco, Los Angeles, Seattle 


COLT’S PATENT FIRE ARMS MFG. CO., HARTFORD, CONN. 
LLC RC ETI A i NE TITRE SSS arate 


COLT-NOARK 


SWITCHES - MOTOR STARTERS - FUSES 
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You sell Contractors 


BX, conduit, etc, 


every day— 





Sell them the blades that 


cut these materials best! 
They are Milford Flexible Duplex blades— 


“Electricians Special’’—easiest starting, fastest 
cutting for BX, conduit, wire mould, pipe, angles, 
etc. Long wear without breakage. Sell them 


The with every order for supplies. Ask for sales pro- 
Electricians motion material. 

Special THE HENRY G. THOMPSON & SON CO. 
Formerly Branded MilFlex NEW HAVEN, CONN., U. S. A. 


& MILFORD FLEXIBLE 
DUPLEX U.S.A, 





t t 


Fine teeth start the cut at ANY Regular pitch teeth take up cutting smoothly. 
angle on the first stroke Ripping teeth, catching in corners eliminated. 

















No. 130 “‘Latrobe’’ 
Adjustable Watertight 





Floor Box No. 252-R Two Gang Box 
No. 130 Box with No. 207 
Bell Nozzle. Cut-away view _ aad ; : 1 
illustrates how tapered unit Two gang Adjustable Floor Box with No. 
receptacle fits tapered opening 208 Receptacle in one section. One cover 
in adjustable ring. Jesign x Add . we 
eliminates many small parts. plate with Va Flush ee Plug and the 
Cover plate 3%” — overall other cover plate with 2” Flush Brass Plug. 


height 3%”. 








for Wholesaler profits 





FLOOR BOKEs 


Midget Floor Receptacle Send for Catalog No. 50 
and Box 


The only non-watertight fluor 
receptacle and box on the mar- s . 


ket approved by the Under- 


stallation in wood floors. LATROBE PA. 


No. 300 ‘“‘Latrobe’’ 











MANUFACTURERS OF QUALITY FLOOR BOXES AND WIRING’ SPECIALTIES 























Frigidaire Dealers See 
1935 Lines 


Frigidaire dealers and distributors 
in 37 cities throughout the country were 
shown the 1935 refrigerator and air 
conditioning lines during the past 
month. Four crews from the Frigidaire 
Corp., Dayton, Ohio, covered the 37 
cities in a three-week period. 

The lines were shown to the dealers 
of the Chicago area on Feb. 1 in the 
Grand Ballroom of the Hotel Sherman. 
During the morning session, which 
opened at 10 o'clock, refrigerators were 
shown by means of a series of skits 
and stunts. The meeting was adjourned 
at noon for an enjoyable luncheon. 
During the afternoon, air conditioning 
was discussed, also details of an ex- 
tensive advertising campaign which 
will include radio, newspaper, maga- 
zine, and billboard mediums for help- 
ing the dealers and their salesmen in 
reaching the public. 


v 


Home Modernization Helps 
Hardware Trade 


Reports relative to current conditions 
in the hardware trade are of an opti- 
mistic tenor, and confidence is expressed 
concerning a broad expansion of de- 
mand during 1935. Sales have re- 
sponded to a number of favorable 
influences developing during recent 
months. These embrace low inven- 
tories, which require frequent replenish- 
ment under a more vigorous consumer 
demand, and the liberal spending in 
agricultural areas where satisfactory 
prices for crops have been obtained. 
With inventories and receivables in a 
healthy condition, practically all con- 
cerns are in a favorable position to 
handle the further increase in volume 
in prospect for 1935, according to a 
survey of the hardware trade, which 








No Big Bad Wolf for N. C. Goldman, 
president, Commercial Electric Co., To- 
ledo. Realizing that contractors were 
passing through some lean years, Mr. 
Goldman decided to add radio and appli- 
ance lines to use up his supply of black 
ink. Asa result business is humming at 
this house, and the hum will increase as 
building picks up. 
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No Time Out for Arnold Sterner, not 
when there is an order to be written up. 
Sterner handles the counter trade for 
the Rock River Electric Co., Rockford, 
Ill. He has all the “fast movers” within 
easy reach on the shelves just behind 
him. 





has just been completed by Dun & 
Bradstreet. 

The generous response of home 
owners thus far to the national home 
modernization program has brightened 
the outlook for manufacturers, as there 
are many fixed improvements which 
fall within the category of the hard- 
ware trade. These include roofing, 
painting, water systems, plumbing sys- 
tems, central heating systems, weather- 
stripping, fencing, gutters, downspouts, 
built-in cooking and refrigeration equip- 
ment, ventilating fans, electric wiring 
and fixtures. In fact, almost any work 
which involves fixed improvements and 
not movable equipment may be financed 
with the money received from FHA 
loans. 


Vv 


Increased Earnings Reported 
by Hygrade Sylvania 


Last year marked the 20th consecu- 
tive year of profitable operation for 
Hygrade Sylvania Corp., and its com- 
ponent predecessor companies, accord- 
ing to the annual statement for 1934, 
released last month. 

Net income for the year after all 
charges and taxes amounted to $874,- 
416.54 equal to 6.21 times the $6.50 a 
share preferred dividend requirement 
for 1934 and equal to $3.81 a share on 
the 192,684 shares of common stock 
after deducting the preferred dividend 
of $6.50 a share. This compares with 
1933 earnings of $655,072.86 or $2.67 
a share on the common stock. 

The report notes that Hygrade Syl- 
vania’s position as second largest pro- 
ducer of radio receiving tubes was con- 
tinued with substantial sales increases, 
both in domestic and foreign sales, the 
company now having accredited repre- 
sentation in. 86 foreign countries. 

Maintaining its reputation as a 
“management owned” company, direc- 
tors and employees own 68 per cent of 
the total common stock outstanding, 
according to the report. 





THE INCREASING DEMAND MEANS 
BIGGER PROFITS FOR YOU... 


ealuce 


NE © W 
GLOW LAMPS 






Right . . . 2 Watt, 115 
Volts—S14 Bulb. Finish 
—Clear, Sprayed Red or 


Yellow 


Below . .. % Watt, 115 

Volts—G10 Bulb. Sup- 

plied in 1.0 Watt for 
220 Volts 


Left ...% Watt, 115 

Volts—T4'4 Bulb. Sup- 

plied with Candelabra 
Screw Base Only 


Above ..- 1 Watt, 115 
Volts—G10 Bulb 


Most of your customers and prospects now use NEON 
GLOW LAMPS ... as standard equipment in their products 

. and as pilot and indicator lights as well. 

Feature them. Use the catalog inserts which are available 
on request. Don’t miss any opportunity to garner all the busi- 
ness available in this widely used and highly profitable line. 

There’s a size for every need, and a wide demand for every 
size... for NEON GLOW LAMPS have a life of 3000 hours, 
and cost next to nothing to operate. They operate on AC or 
DC without special transformers or outside resistances. They 
operate without lag, and withstand vibration and shock. 

Full details on NEON GLOW LAMPS are available to 
wholesalers on request . . . General Electric Vapor Lamp 


Company, 891 Adams Street, Hoboken, New Jersey. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


618 Copr. 1934, General Electric Vapor Lamp Co. 
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A Section Devoted to Manufacturers’ Descriptions of Their Products 











Modern Styled Ranges 


With six table top models and two of 
the high oven type, this new line of elec- 
tric ranges features new styling and 
lower prices. All table type models can 
be built-in flush against the wall and 
adjacent cabinets, thus making it possible 
to match standard cabinet construction 
and to harmonize with refrigerator, dish- 
washer and other kitchen equipment. 
New style sliding oven shelves, spacious 
storage compartment, extra fast oven 
with new high efficiency broiler, pilot 
light to indicate oven operating conditions 
located with temperature control knob, 
high visibility automatic temperature con- 
trol, appliance receptacle, new two-heat 
load-balancing switches, all electric 
welded one-piece construction and heavy, 
blanket type rock wool oven insulation 
are all leading features of the new line. 
Specialty Appliance Department, General 
Electric Co., Nela Park, Cleveland, Ohio. 
—Electrical Wholesaling, March, 1935. 


Solderless Copper Lug 


Simplicity features this solderless lug. 
A screw driver, wrench or pliers is all 
that is necessary to attach wire to con- 





nector. Installation requires only a min- 
ute. It is readily adaptable, taking care 
of different sizes of wires, both solid and 
stranded. Because of the triangular 
clamping arrangement, stranded wires are 
forced into a solid mesh. Serrations on 
the bottom of flat piece assist greatly in 
holding wire with a vise-like grip. Set 
screw does not come in contact with wire. 
Where more than one wire is to be ac- 
commodated, a deeper collar can be fur- 
nished. Ilsco Copper Tube and Products, 
Inc., 5629- Madison Road, Cincinnati, 
Ohio.—Electrical Wholesaling, March, 
1935. 


What's New 


Automatic Telephone System 


Featuring simplicity of installation, this 
automatic interior telephone system has a 
capacity of ten lines. The automatic 
switchboard incorporates a battery elim- 
inator which permits plugging into any 
110 volt, 60 cycle outlet for power supply. 
Switchboard and eliminator are mounted 
together as a unit, no batteries of any sort 
are needed. Where current is not avail- 
able, a second model, employing dry cells 
instead of a battery eliminator, may be 
used. Both wall and desk handset tele- 
phones may be used with the system, each 
requiring three connecting wires to the 
switchboard. 

Despite its small capacity, this system 
has practically all the advantages of larger 
systems, including speedy, dependable con- 
nections and secret service. Each tele- 
phone incorporates a standard ten-hole 
calling dial for setting up connections. 
After selection of the desired telephone in 





the usual way, the telephone is signaled by 
giving dial an extra turn. American Auto- 
matic Electric Sales Co., 1033 West Van 
Buren St., Chicago, Ill. — Electrical 
Wholesaling, March, 1935. 


Angle Flush Type Reflector 


Designed for flush mounting in show 
windows, this angle type reflector solves 
the problem of effectively illuminating the 
upper back part of the show window 
when reflectors are recessed in the ceil- 
ing. This result is achieved because the 
back part of the reflector projects ap- 
proximately one inch below the ceiling 
line. This is indicated in the illustration 
which shows ceiling partly cut away. Re- 
flector and polished mounting flange are 
one piece. Three holes are provided in 
the flange for mounting and reflector fits 
standard 24-in. shade holder. The unit 








is made in two sizes: 75-150 watt, and 
150-200 watt. Straight down type re- 


flectors for shallow windows are also 
available. Wilson Lighting, Inc., 2337 
North Hoyne Ave., Chicago, I1!.—Elec- 
trical Wholesaling, March, 1935. 


Vaporproof Reflector Globe 


Designed for plant conditions where 
excessive dust and fumes make cleaning 





difficult, this vaporproof reflector globe 
is made smooth on both inside and out- 
side surfaces in order to simplify main- 
tenance. The distribution curve has a 
wide maximum—between 40 and 55 de- 
grees—to fit the majority of conditions in 
chemical and allied plants. The globe 
has been carefully designed to eliminate 
glare. It is designated as No. 02368. 
Holophane Co., Inc., 342 Madison Ave., 
New York City.—Electrical Wholesaling, 
March, 1935. 


“‘Swing-Out Interior’ Switch 


With the base and operating mechanism 
mounted on a metal supporting plate, 
hinged to the side of the box, this novel 
30-ampere switch cuts the time and cost 





of wiring. By pulling on the operating 
handle, the entire interior swings out and 
away from the box, leaving the entire 
box area open for unobstructed wiring 
and conduit connections. With the wire 
and conduit in place it is merely neces- 
sary to swing the interior back into place 
and the connections can be made. The 
hinged interior is self aligning. This new 
line is available in non-fusible and plug 
and cartridge fusible, straight 2-pole, 2- 
wire solid neutral and 3-wire solid neu- 
tral switches, 125-250 volts and 250 volts 
in 30 ampere sizes. Square D Co., 6060 
Rivard St., Detroit, Mich.—Electrical 
Wholesaling, March, 1935. 
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Deluxe All Wave Radio 


Equipped with five tuning bands which 
take in all broadcast waves, this ten-tube 
superheterodyne receiver has two double 
purpose tubes, which provide 12-tube 
effectiveness. American, foreign, police, 
amateur, aviation and weather stations are 
all within the scope of the set. There are 
two models—lowboy and table. Both sets 
are provided with band spread pointer, 
illuminated airplane type dial, automatic 
volume control, dual ratio tuning control, 





continuous tone control, push-pull output, 
full floating, moving coil, electro-dynamic 
speaker giving greater fullness and faith- 
fulness of tone. Cabinets are made of 
choice woods, harmoniously blended and 
adorned with pin stripe and stump walnut 


veneer. These models are both known 
as the “Centurian.” The Crosley Radio 
Corp., Cincinnati, Ohio. — Electrical 


Wholesaling, March, 1935. 


Hospitality Tray Sets 


With a bread toaster as the central 
feature of one and a sandwich toaster of 
the other, these hospitality trays make 
guest-room breakfasts or afternoon and 
evening “snacks” a simple and thoroughly 
satisfying occasion for both guests and 
hostess. The trays measure 214x16 
inches and are of walnut finish with black 
handles. Each is equipped with a five- 
compartment, crystal, clear glass dish 
with dimensions of 64x144 inches. There 
is also a walnut-trimmed maple cutting 
block, 5x144 inches and a cutting knife 
with an ivory grained handle and a seven- 
inch stainless steel blade. The black 
enameled and chromium plated toaster 





handles two slices of bread at the same 
time. The sandwich toaster also serves 
as a waffle maker and griddle. Landers, 
Frary and Clark, New Britain, Conn.— 
Electrical Wholesaling, March, 1935. 
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Battery Oscillator 


Embodying all the features of their a.c.- 
d.c. operated all-wave test oscillator, this 
new Model OD battery oscillator meets 
the needs of many servicemen for rural 
and auto-radio servicing applications. This 
oscillator is continuously variable from 
50 k.c. to 3 m.c. (6,000 to 10 meters), all 
on fundamental output. Extremely large 
battery capacity is provided to assure long 
life and consequent low operating cost. 
Each instrument is hand calibrated over 
the entire frequency range and offers three 
separate outputs: 400 cycle modulated r.f., 
unmodulated r.f., and 400 cycle audio fre- 
quency voltage. Plug-in jack allows ex- 
ternal modulation from a phonograph 
pick-up or variable frequency audio oscil- 
lator. Dual attenuator controls afford 
unusual range of output, steplessly variable 
from 4 micro-volt to 2 volts. Six sepa- 
rate inductor units are contained in a rotat- 
ing unit to provide the frequency range 
which covers all short-wave and broadcast 
receivers and their intermediate frequen- 
cies. Clough-Brengle Co., 1134 W. Austin 
Ave., Chicago, Ill.—Electrical Wholesal- 
ing, March, 1935. 


Convertible 3-Slice Toaster 


By cutting off current in the empty 
toasting chambers, this three-slice auto- 
matic toaster is convertible to one-slice 





whenever desired, thus saving current and 
eliminating burned toast due to excess 
heat. A small lever governs the toasting 
permitting toast of any shade from light 
to dark at the discretion of operator. The 
secondary warming unit automatically 
turns on when the toast is done and keeps 
it hot in the toaster until wanted. While 
toasting second or third batches, the pre- 
vious slices may be kept warm by laying 
them on the flat top of toaster. The gen- 
uine asbestos bakelite base acts as an in- 
sulator, preventing damage of the clock- 
work by heat. The toaster may be 
picked up by the base, immediately after 
use, without fear of burned fingers. It 
operates on any current from 105 to 120 
volts, a.c. or d.c. Samson-United Corp., 
Rochester, N. Y.—Electrical Wholesal- 
ing, March, 1935. 


Improved Water System 


With no exposed moving parts, this 
“Niagarette”. water system is said to be 
as safe as it is efficient. The manufac- 
turers claim that it furnishes more water 
per horsepower than any pump known to 
them. It employs the same basic pumping 
principles as other Burks pumps and has 
no gears. The design is extremely sim- 





ple yet the quality of materials used 
throughout is of the highest. Powered 
by an Emerson heavy-duty motor, the 
pump is self-priming. Also, it is quickly 
demountable. Decatur Pump Co., De- 
catur, Ill.—Electrical Wholesaling, 
March, 1935. 


Convertible Motors 


Readily convertible from open type to 
fan cooled, splash proof or totally en- 
closed construction, this line of squirrel 
cage and slip-ring induction motors offers 
all standard frequencies for service rang- 
ing from 110 to 220 volts. Their con- 
vertibility is accomplished through the 
design of frame, end heads and bearings 
which permits them to be interchanged. 
Stator laminations are stacked between 
heavy steel end rings and entire assembly 
is then welded to the frame. This con- 
struction provides absolute rigidity and 
makes it impossible for stator core to 
shake loose. Rotor windings are assem- 
bled from round or rectangular hard 


-drawn copper bars which are placed in 





ENCLOSED FAN COOLED 


rotor slots without insulation or slot 
wedges. Ends of bars are brazed to end 
rings by an electric arc torch. Harnisch- 
feger Corp., West National Ave., Mil- 
waukee, Wis. — Electrical Wholesaling, 
March, 1935. 
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Luminous-Tube Transformer 


Embodying design features which effect 
space saving, lower installation cost, 
greater continuity of service, and increased 
operating safety, this luminous-tube trans- 
former for the sign industry is in 12,000 
and 15,000 volt ratings. A substantial re- 
duction in size has been effected without 
sacrifice of dependability. Ease and safety 
of connection have been provided by the 
use of wet-process porcelain terminal re- 
ceptacles and removable solderless con- 
nector plugs for attaching to insulated 
cable. If desired, a length of Under- 
writer’s listed “GT” lacquered cable is 
provided already attached to the con- 
nector plugs and ready for inserting in 
the receptacles. Complete enclosure of 
the high-voltage terminals and connections 
minimizes the possibility of accidental 
shock. Convenience in making the low- 
voltage connections has been promoted by 
the provision of wingnuts on the low-volt- 
age terminals. Each transformer in the 
new line bears the rating, average lumi- 
nous-tube footage which transformer will 
carry, and identifying serial number, sim- 
plifying. the selection of correct trans- 
former for any specific job. General Elec- 
tric Co., Schenectady, N. Y.—Electrical 
Wholesaling, March, 1935. 


Lumiline Lamp Base and Cap 


Making possible a wide variety of appli- 
cations in the lighting of side wall and 
ceiling fixtures, window displays and 


store counters, this base and cap for use 
with the new lumiline lamp may be in- 
neatly and 


stalled unobtrusively with 





either surface or flush-mounting. It is 
also valuable in connection with the man- 
ufacture of vanity table lamps, desk 


lamps, illuminated mirrors and similar 
items. Two of these black or white Tex- 
olite bases, when placed end to end re- 
quire but one-half inch of space as meas- 
ured along the lamp axis. Because of its 
small size, the base permits maximum 
light from the lamp to reach the sur- 
roundings. The cap clips over the end 
of the lamp. The bases and caps may 
be used for only a single lamp or two or 
more lamps may be placed end to end so 
that a straight line of light of any length 
may be obtained. General Electric Co., 
Schenectady, N. Y.—Electrical Wholesal- 
ing, March, 1935. 


Solderless Connector 


Designed for use where the temperature 
is extremely high, this solderless con- 
nector, known as Number 
Seven, employs a porce- 
lain cap. It will thus 
withstand temperatures 
where the bakelite cap 
would melt. These con- 
nectors are applied by 
placing the wires, either 
twisted or not twisted in 
the brass insert. The set 
screw is then tightened 
and the cap screwed on. This completes 
the job and eliminates the use of paste, 
solder and tape. Originally designed for 
use in installing lighting fixtures, these 
connectors have now become helpful in 
many other fields. The Rattan Mfg. Co., 
New Haven, Conn.—Electrical Wholesal- 
ing, March, 1935. 





Neon Tube Footage Calculator 


Fitting in the vest pocket, this luminous 
tube footage calculator has been designed 


Pal 


for neon sign builders and contractors. 
The chart is equipped with a slide, which 
gives the exact figures in feet for the 
various secondary voltages, through a slot 
in the pocket portion of the calculator. 
There is no figuring or other reference 
required. The device also includes a rat- 
ing chart for all 110 volt, 60 cycle pri- 
mary transformers. Jefferson Electric 
Co., Bellwood, Ill—Electrical Wholesal- 
ing, March, 1935. 
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“‘Attraction-Zone”’ Reflectors 


Designed to give 35% to 50% more 
light in that important selling area which 
the manufacturers of the product call the 
“attraction-zone,” these two “X-Ray” re- 
flectors eliminate the need for installing 
floodlights in the store windows for high- 
light purposes. Although they bring this 
concentration of light to the lower third 
of the window, where the interest of the 
passer-by naturally centers, they also 
furnish sufficient light in the remainder 
of the window. These reflectors have 
“dimples” which make it possible to eas- 
ily and quickly snap standard accessories 
into place without the necessity of special 
fittings or attachments. Especially easy 
to recess, the round bottoms of the re- 
flectors require no irregularly shaped 
holes for installation. Curtis Lighting, 
Inc., 1123 West Jackson Blvd., Chicago, 
Ill.—Electrical Wholesaling, March, 1935. 


Auxiliary Relay 


Suitable for switchboard or panel 
mounting, this a.c. and d.c. auxiliary relay 
is small, sturdy and low-priced. The type 
SK, for switchboard mounting, has a 
molded cover or a molded cover with a 
glass front. The front connected panel 
mounted relay uses no cover. Both types 
have two independent contact circuits 
which may be easily adjusted for circuit- 
closing or circuit-opening service. De- 
signed for continuous duty at rated volt- 
age, this relay is obtainable for circuits 
up to 550 volts a.c. or 440 dic. Ranges 
up to 250 volts can be used for intermit- 
tent duty up to three times their continu- 
ous value. The relay can be supplied 
with a coil for any current value up to 
five amperes and is adapted for any thick- 
ness of panel material from 4 in. (steel) 
to 2 in. (slate). Each contact will carry 
12 amperes continuously and 20 amperes 





for one minute. Westinghouse Electric 
& Mfg. Co., East Pittsburgh, Pa—Elec- 
trical Wholesaling, March, 1935. 
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DEALER 
Can Sell 


KLLEINS 


New packaging — new displays 
—still the old Klein quality! 
Every dealer should stock Klein 
Pliers. Electricians — radio and 
appliance service men — good 
mechanics — every 
man who appreciates 
good tools will use 
nothing but 
Klein Pliers. After 
checking the 
“want list’ be 
sure to mention 
Kleins — stand- 
ard of quality 
“since 1857." 



















Distributed 
through 
jobbers 
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Mathias & Sons 


3200 BELMONT AVE., CHICAGO 





Forged Cable Lugs 


With a higher order of strength and 
conductivity made possible by forging 
the copper alloy, instead of the former 
method of casting, these lugs may be 
quickly installed by simply inserting wire 
or cable in the serrated gripping jaws 
and tightening a nut. This method of 


a 


clamping a cable destroys the “barrell 
effect” by forcing the outer layer of wires 
against the inner layers, thereby pro- 
ducing intimate contact between all cable 
wires. This connector can stand over- 
loads equal to the cable itself, because 
there is no solder to melt out on either 
overload or short circuit. There are 
both the one-hole and two-hole types. 
All lugs are made by the forging process 
from high conductivity, corrosion-resist- 
ant Durium alloy in all sizes up to and 
including 500 mcm. They are approved 
by the Underwriters’ Laboratories. 
Burndy Engineering Co., Inc., 305 East 
45th St, New York City.—Electrical 
Wholesaling, March, 1935. 


Light Meter Range Multiplier 


By means of a screen which absorbs 
nine-tenths of the normal light and trans- 
mits the other ten per cent to the photo 
cell, the scale range of this light meter 
has been increased to ten times its normal 





capacity. For the purpose of measuring 
higher light intensities, it is only neces- 
sary to clamp this translucent screen in 
front of the exposed surface of the photo 
cell. Great care has been taken in the 
light reduction not to produce any change 
in color or wave length of the light trans- 
mitted. The material selected for this 
screen is such as to be independent of 
the angle of incidence of the light so as 
to act as a correct multiplier, without 
regard to direction of the light source. 
Westinghouse Electric & Mfg. Co., East 
Pittsburgh, Pa.—Electrical Wholesaling, 
March, 1935. 








WIRE 


Ships Like a 


Greased P 


® Wire slips through quickly 
and easily — that's one reason 
contractors and wiremen like 


ENAMELKOTE, GALVA.- 
KOTE and ELECTRICTUBE. 


® The inside finish is slick — 
stick and 
that saves the wiremen’s labor 


The wire doesn't 


and the contractors’ worry — 
No fussing — no trouble — - 
jobs go through on time. 


© If you're not already han- 
dling this line you should in- 
vestigate it — Your customers 
will like ENAMELKOTE, 
GALVAKOTE and ELEC- 
TRICTUBE. Write us for full 
details. 


CLAYTON MARK 
& CO. 


OPERA BUILDING 
CHICAGO ILL 
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Now approved for use 
with 
PROTECTIVE 
SIGNALLING 
SYSTEMS 


The Underwtit- 
ers have now 
approved AN- 
SONIA bells 
for use with 
protective signalling  sys- 
tems. These bells have prov- 
en their dependability for 
the most exacting service 
applied to fire alarms, sprin- 
kler alarms, police signals, 
and any other systems 
where reliability and long 
life are de- 
manded for 
operation on 
either direct 
or alternating 
current. 





No. 642 





Manufactured 


THE ANSONIA ELECTRICAL CO. 
ANSONIA, CONN. 


Manufacturers of 


Annunciators—Bells—Push Buttons 
Weather-Proof and Slow-Burning 
Wire and Cable 
Magnet Wire—Annunciator Wire 
Damp-Proof Office Wire 
Antenna Wire 


SEND FOR FREE BULLETINS 


The Ansonia Electrical Co., 
Ansonia, Conn. 
Gentlemen: 

Send me copies of your free bulletins 
and price lists of Ansonia annunciators, 
bells, and pushes. It is understood that 
I incur no obligation whatsoever. 
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Street 


City 

















Recent Trade Literature 


KELVINATOR CorpP., Detroit, Mich.— 
A new 20-page book on air condition- 
ing, containing information for archi- 
tects, engineers, contractors, manufac- 
turers, merchants and home owners. 


HyGRADE SyLVANIA Corp., 500 Fifth 
Ave., New York City—Fourth printing 
of the Sylvania Technical Manual in- 
cludes characteristics and technical data 
on two recently announced tubes, types 
6A6 and 83V. 


WALSER AUTOMATIC ‘TIMER Co., 
Chrysler Bldg., New York City—New 
catalog describing automatic timers for 
controlling electrical appliances and 
equipment. 

GouLps Pumps, Inc., Seneca Falls, 
N. Y.—1935 dealer catalog covering 
pumps and water systems and designed 
particularly for the plumbing and heat- 
ing, mill supply, hardware and indus- 
trial trade. 

NEHRING ELectricAL Works, De 
Kalb, Ill—“VRC Type Weatherproof 
Wires and Cables,” a 16-page bulletin 
containing complete specifications for 
all wire sizes. 

StruTHERS Dunn, Inc. 139 N. 
Juniper St., Philadelphia — Bulletin 
P 72, 8 pp., describes the entire line 
of relays, timing devices, thermostats, 
electric counters, pots and ladles. 

TRUMBULL ELectric Mrc. Co., 
Plainville, Conn.—New  “Controlite” 
manual, 16 pp., includes engineering 
data and practical suggestions concern- 
ing control equipment for stage and 
auditorium lighting. 

Emerson Extecrric Mrc. Co., St. 
Louis, Mo., catalog X249, 24 pp., illus- 
trated, covers the complete 1935 line of 
desk, ceiling and kitchen ventilating 
fans, 

CRESCENT INSULATED WIRE & CABLE 
Co., Trenton, N. J.—Loose leaf, illus- 
trated catalog No. 306 E describes the 
manufacture of insulated wires and 
cables, and includes specifications of 
principal types. 

B-L Exectric Mrce. Co., St. Louis, 
Mo.—Electronic Rectifier Bulletin, 4 
pp., contains construction and engineer- 
























HIS Standard Duty Signal % 

inch drill is mechanically and 
electrically correct. It has an 
abundance of power, is well-bal- 
anced and light in weight. Backed 
by the well known and accepted 
Signal name. Write for discounts 
—that mean real profits. 








SIGNAL ELECTRIC MFG. C0. 


Menominee, Michigan 







OFFICES IN PRINCIPAL CITIES 





























Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
alse 


Asbestos Covered Resistance Wires 


The Holyoke Company, inc. 
720 Main St., Holyoke, Mass. 











This United Front helps keep the Malco 
Electric Supply Co., Cleveland, in the 
thick of the battle. On the left stands 
Wm. Eller, Mr. Lappin’s “right-hand 
man,” then Jake English, driver; Marcus 
Lebster, counter man, and the “prexy” 
himself, M. L. Lappin. 








SALESMEN 


FED ACE AR IOSD Zi 








refer to 
**ELECTRICAL 
CONTRACTING’? 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 
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ing data, also information on applica- 
tion of electronic rectifying units. 


GENERAL Etectric Co., Schenectady, 
N. Y.—Bulletin GEA-897E, 18 pp., 
“Air Cooled Transformers for Lighting 
and Power Service,” also Bulletin GEA- 
1305C, 34 pp., “Luminous Tube Trans- 
formers.” 


BrirNBACH Rapio Co., 145 Hudson 
St., New York City—Catalog 25, 16 
pp., describes all-wave antenna equip- 
ment insulators, hook-up wires, battery 
cables, antenna kits and other radio 
accessories. 


Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. Pay- 
ment in advance is required for advertising 
in this column. 








Lines Wanted 


Experienced Manufacturers’ Representa- 
tive: Formerly Baltimore district man- 
ager for prominent electrical manufac- 
turer wants to represent one or more 
manufacturers in Maryland, District of 
Columbia, Virginia and North Carolina. 
Wide contacts among wholesalers, con- 
tractors, industrials and engineers in this 
territory. Address Box 31, ELEectrIcaL 
WHOLESALING, 330 West 42nd St., New 
York City. 


Manufacturers’ Representative: Located 
in metropolitan New York area, now 
calling on radio manufacturers, electri- 
cal wholesalers, chain and department 
stores desires an additional line. Will 
give an honest, intelligent and industri- 
ous effort to your product. Address Box 
32, ELECTRICAL WHOLESALING, 330 West 
42nd St., New York City. 


Surplus Stocks Bought Up: We will 
purchase your slow-moving and surplus 
stocks of electrical supplies, wiring ma- 
terial, motors, lighting fixtures, condu- 
lets, etc., in any quantity if the merchan- 
dise is desirable. Send us an itemized 
list and we will make you our cash offer. 
Address Box 33, ELEcTRICAL WHOLESAL- 
ING, 330 W. 42nd St., New York City. 








SHERMAN 
RIGID 
GROUND 
FITTINGS 


The Fitting GF4 is a solderless fitting for 
bare or insulated wire with a range of sizes 
from No. 4 Stranded to No. 8 wire. Snub- 
bing action of indented groove in assembly 
assures tight contact. Bosses on sides of 
bolt slots for Comets pipe prevent back 
washer from slipping out. Pipe clamp 
may be reve for use with ground rod. 
Send for Trade Bulletin No. 12 giving 
data on complete line of fittings. 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICHIGAN 











GF4. 




























Crescent Insulated Wire & Cable Co. 
Trenton, N. J. 


You need 
e this book 


Please send catalog to 











BUILDING 
WIRE 


Send for 
OUR NEW CATALOG 


Containing much valuable information, engineering data, etc. 


RUBBER SHEATHED CONTROL CABLES FLEXIBLE CORDS 
CORDS LEAD COVERED WEATHERPROOF WIRE 


VARNISHED CAMBRIC 
SIGNAL CABLES PARKWAY CABLES MAGNET WIRE 


and all kinds of Special Cables to meet A.S.T.M., A.R.A., all R.R., Gov't and Utility Co’s specs. 






























Actual Size 
5/3" Thick. 


THIN MODEL 


wanenes The Levolier Thin model Switch No. 41 
is an achievement in small switches. 
The above actual size picture shows it 
* is not over % of an inch in thickness. 
A In spite of its smallness, it retains all 
6 Amp. of the practical characteristics of the 
famous Levolier line. It is the smallest 6 amp. 
switch made. 
At the left are shown six logical uses for this practical 
Levolier, which may be secured in three different stem 


lengths. You’ll make no mistake in ordering these Levolier 
Thin Model Switches. 


‘ase'| ECS GILL 
“sc. | MANUFACTURING CO. 


Electrical Specialties of Quality 
ESTABLISHED 1904 


WALPARAISO - INDIANA 
Box No. 636 
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Wires Ready for Insertion 


A NEW 
BIGGER 
MARKET 


for the New Ideal No. 73 
Junior Universal 
Connector 


Because it's a smaller version of 
the regular Ideal “Thread-On" 
Connector it fits all common 
joints and is especially adapted 
for cramped quarters — fixture 
wiring, signs, shallow canopies, 
etc. The No. 73 makes all com- 
mon wiring joints—2 No. 14,— 
1 No. 14 and 1 No. 18, etc., 
solid or stranded, up to a maxi- 
mum of 2 No. 14 and 2 No. 18 
or 4 No. 16 or 5 No. 18 awg 


Wires, or equal combinations. 





It taps new markets with volume 
possibilities because it's built to 
fit where large connectors can't 
be used and because it's priced 
so low you can get this large 
volume, quality business. Mail 
the coupon for pricegand dis- 
count sheet. 

Approved by Underwriters’ and 

Factory Mutual Laboratories. 


Recommended by National Elec- 
tric Code. 


Ideal Commutator Dresser Co. 
1047 Park Avenue Sycamore, Ill. 


ideal Commutator Dresser Co. 
1047 Park Ave., Sycamore, III. 
Send me full description, price lists, sample, ete. 


(without obligation, of course) on the Ideal Wire 
Connector. 





Name ... 
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Simple and Effective 


“ALSCO” 
SOLDERLESS LUG” 





@ The ILSCO Solderless Lug not only provides 
an effective mechanical and electrical connection 
but = bag simple in construction that anyone can 
apply it. 


Serrations assist in gripping wires—stranded 
wires are forced into a solid mesh. 100% asal- 
vage value—each lug takes care of various size 
wire—low cost. 





Ilsco solder lugs show the size of the largest 
wire they will take. 





Wholesalers should. write for complete data and samples 
of all Ilsco Products. 


ILSCO COPPER TUBE & PRODUCTS, Inc. 
5629 Madison Road Cincinnati, Ohie 











WOLVERINE LUGS 
Sold ONLY Through 
the WHOLESALER 


Wolverine maintains a consistent policy 
of distributing Soldering Lugs and 
Sleeves only through recognized whole- 
sale channels. 


Large factory stocks permit prompt 
shipment in any size or in any quantities 
needed. 


WOLVERINE 
TUBE COMPANY 


1441 Central Ave. 
Detroit, Mich. 





THE CONTRACTORS 

CHOICE....THE 

WHOLESALERS 
FRIEND 














TA P : MANUFACTURED BY gi 
PLYMOUTH RUBBER COMPANY. Inc. _ PLYMOUTH RUBBER COMPANY Inc. 


A 
CANTON, MASS CANTON, MASS. U.S.A. 


SOLD THRU WHOLESALERS 
ONLY 


Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 CANTON, » » MASSACHUSETTS 





This advertisement appeared April, 1934 


It is being rerun on request of men who feel it contains 


a worthwhile thought for salesmen 


THE 


IF YOU WANT TO GET 
MORE FUSE ORDERS 


TRY THIS ON YOUR CALLING LIST. 


1. Take your calling list and mark behind each name “yes” or “no” to show 
whether or not you are now getting the fuse business. 


2. Pick out all the ‘‘no’s” and make a separate card on each. Write down 
on this card, as near as you can figure, just why you are not getting the 
fuse business. 


Ask yourself “Am | seeing the right man? Have I ever asked specifi- 
cally for his fuse business? Have I ever explained to him how BUSS SUPER- 
LAG Renewable Fuses will save him time and money? Just where am I weak 
in my sales talk?”’ 


3. Now get out and see each prospect. Just before entering his office, pull 
out your card and refresh your memory on just how you are going to handle 
him. 

WHAT RESULTS CAN YOU EXPECT? 


If you apply this logical test to your calling list, you are.almost sure to 
turn up many real prospects who will give you their fuse business. Go after 
each man in the way you feel necessary. Naturally you will find some firms 
that won't give you their business because of policy reasons, or various other 
special reasons. But the chances are that you are going to be surprised how 
easy it is to get business when you go after it ina planned way. 


BUSS SUPER-LAG Fuses are one of the most profitable items your 
house can carry. You can count on it that any new business you bring in 
will be welcomed by your firm. 


FOR POINTERS ON HOW TO SELL FUSES— 


-turn to the BUSS price sheet in your binder. On it will be found a 
concise sales story written to help you sell. The BUSS representative in 
your district is also at your service. Call on him for cooperation. He will be 
glad to work with you. 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 


FUSE 





